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GROUND ZERO 9/11 MEMORIAL
A first look at New York’s ‘footprint
fountains,’ set to open on the site of the
World Trade Center on the 10th anniversary
of the attacks, reveals an impressive—if
exhausting—spectacle.
How big should a memorial be? The
fathomless horror of the first world war is
remembered by the compact Cenotaph, but
also by the aggregate of many cemeteries
and monuments across Europe. The London
Blitz has almost nothing. Maya Lin’s memo-
rial to the American casualties in Vietnam, in
Washington D.C. (widely agreed to be one
of the most eloquent and moving memorials
of modern times) is—for its impact—rela-
tively small.
In the case of Sept. 11, 2001, the answer is Very Big Indeed. The
official memorial, now unveiled to the press in advance of the 10th
anniversary of the attacks, has at its center two of the largest foun-
tains, or rather cascades, ever seen. Each occupies the exact footprint
of one of the Twin Towers destroyed in the attacks and, as each tower
was big, each cascade is a cuboid Niagara, an inverted erup-
tion, falling 30 feet to a flat basin, and then another 30 feet
through a smaller square hole in the center.
Around the rim of each is a long bronze strip perforated
with the names of victims: of the 2001 attacks on the Twin
Towers and the Pentagon, of the hijack of Flight 93, which crashed in
a field in Pennsylvania, and of the 1993 bombing of the World Trade
Center. The names, after years of agonizing,
are grouped by the location of each victim at
the time of the attacks, modified by “adja-
cency requests” whereby relatives could ask
for individual names to be by others to
whom they were close.
The fountains stand in an eight-acre
paved plaza, filled with 415 trees: they are
all the same size, which required an excep-
tional effort of selecting and nurturing. The
intention of the whole ensemble, say the
architects Michael Arad and Peter Walker, is
to make a place of both death and life—
where victims can be properly remembered,
but where office workers can come to eat
their sandwiches. Underneath the plaza will be a large museum of the
events, which is still under construction, and all around are rising
office towers that will replace the 10m square feet of floor space that
used to be on the site.
The cascades are simplified versions of Arad’s original idea. He
wanted the names to be at a lower level, reachable by walking behind
the screens of falling water, but this proved too expensive
and complex. What is there now impresses with its size, and
makes reasonable decisions about the materials of commem-
oration—water, stone, trees, bronze—and how they might
be deployed.
But memory should include detail as well as majesty, and it has
to be said the memorial lacks inti-
The Ground Zero Memorial Plaza in New York
9/11 Poem
See Page 12
continued on page 12
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MADRID
THE GATEWAY TO HEAVEN
Suzanne Sproul: Habitat for
Humanity honors some of its special
volunteers
These hometown heroes bring real meaning to the name. In
fact, these individuals volunteer their time and energy to help
people have a place they can call home at an affordable price.
Pomona Valley Habitat for
Humanity recently took time to
recognize these homebuilders,
who together produce a terrific
community, one house at a time.
Felicia Ambrosia received the
Ted and Mildred Woodson Award
for her passion and commitment
to the organization. It is named in
honor of the Woodsons, two
founders of the affiliate.
Eileen Logan was given the
Millard Fuller Leadership Award,
named in honor of the founder of
Habitat for Humanity and its first
leader.
And Bill Heisel and Ben Jarvis each received the “Saw You
Doing It Award,” which is given to an individual who shows
great enthusiasm above and beyond what is expected.
“Habitat only moves forward continued on page 14
BBB Promises Change......BUT
This story continues our disclosure last month of scandalized
complaints against the Better Business Bureau.  
The problems, however, are not limited only to local Inland
Empire business owners, but are statewide and national.  There is
a Web site dedicated to the “BBB RipOff.”  Check out the follow-
ing Web site: www.ripoffreport.com/Search/better-business-
bureau.aspx.
These complaints have also been reported by The Los Angeles
Business Journal this past July.  Other media reporting multiple
accusations of “fraud” include the L.A. Times, NBC-TV News,
“20/20” TV program and the Orange County Register.
The Better Business Bureau is a “franchise” with “The Better
Business Bureau of the Southland, Inc.” as the branch for Los
Angeles, Orange County, Riverside County and San Bernardino
Counties.  There are about 110 “bureaus” franchises nationally.
The controlling organization, or “parent” is The Council of Better
Business Bureaus located in Arlington, Virginia formed in 1970.
All complaints accuse the BBB of selling an annual member-
ship to get an “A” rating—no $395 membership, and maybe the
company will get a rating of “C” or worse.  Other claims state the
BBB does not ethically handle complaints and also challenges the
rating system.
There is another Web site continued on page 35
NFL
PLAYERS
SHARE
Riverside Community
Hospital will host a free
community lecture with the
display of the new DaVinci
Robot. The lecture title,
“Know Your Stats-Risk
Factors on Prostate Cancer,”
will take place 6:00 p.m.-
8:30 p.m. on Thursday, Sept.
8, 2011.
Men from the communi-
ty are invited as former NFL
Player and 1984 Olympic
Gold Medalist Ron Brown,
and former Pro Bowl NFL
defensive back Kermit
Alexander, make a special
guest appearance on behalf
of the NFL, as part of the
campaign “Know Your
Stats.” Both men will share
their experience with
prostate cancer and encour-
age the men on the impor-
tance of having regular
prostate check-ups—and to
RSVP call (951) 788-3463.
Young
Adventurers
Honored
This year’s sidebar show-
case at the Big Bear Lake
International Film Festival
honors young local adven-
turers. Big Bear Lake resi-
dent Jordan Romero became
the youngest person to ever
scale Mt. Everest at age 13.
Romero, who is now 15, is
one of the featured young
adventurers that will be pre-
sented filmmaker awards. 
Following a dream that
started when he was just
nine, Jordan has now ascend-
ed seven out of the eight
tallest peaks in the world.
Since 2006, Team Romero
has successfully tackled
Kilimanjaro (Africa),
Kosciuszko (Australia),
Elbrus (Europe/Russia),
Aconcagua (South America),
Denali (North America), the
Carstensz Pyramid (Oceana)
and Mt. Everest (Asia).
Romero hopes to conquer
Mt. Vinso in Antarctica next
year!
In an effort to share his
experience with other youth,
Romero wrote “The Boy
Who Conquered Mount
Everest: The Jordan Romero
Story” (which he’ll be sign-
ing at the festival).
The Big Bear Lake
International Film Festival is
scheduled from September
15th through the 18th.
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WOMEN IN BUSINESS  
Your Time Is Now: Eight Factors Propelling Women to the Top 
The social revolution has
brought a renewed focus to
doing business organically.
Today corporations and small
businesses alike are using the
powers of collaboration, partic-
ipation, innovation, and
engagement to win the attention
of empowered consumers.
These qualities, says author
Vickie Milazzo, are at the heart
of what women do best. She
explains why today’s women are
primed for success and what
they can do to take advantage of
these growing opportunities.
Despite status quo statis-
tics—women earn 75 percent of
what men earn; women hold
only 15 percent of C-level posi-
tions in the U.S.—and a chal-
lenging economy, the almost-
constant changes to the way we
communicate, interact, inno-
vate, and do business today are
setting up an opportunity-filled
future for women. Why?
Because the qualities that are
valued in today’s socially driv-
en culture—participation,
engagement, collaboration,
relationship-building, an appre-
ciation for the greater good—
come naturally to most women.
“Ninety percent of success
is showing up. Whether you’re
selling an idea, trying to land a
new job, or learning to paint,
the bottom line is that you have
to show up. Women today have
to be up to the task of inserting
themselves into the big pic-
ture.” 
Unfortunately, many of the
same societal barriers that have
blocked women for years con-
tinue to be in place. A recent
report from McKinsey
Quarterly listed four main bar-
riers cited by those surveyed:
structural obstacles—a lack of
networks and role models for
women; lifestyle issues—an
aversion to the 24/7 nature of
corporate leadership; imbedded
institutional mindsets; and
imbedded individual mindsets.
In response to these challenges,
the report notes, many women
simply temper their expecta-
tions. Instead of going after a
promotion, they stay in their
current position or make a later-
al move to a different company. 
No successful woman ever
got anywhere waiting for the
economy to get better or for
women to suddenly become as
valued as men in the workplace.
“The rise in social media and
most importantly a growing
appreciation for collaboration,
participation, and relationship-
building have created a perfect
storm for entrepreneurial and
enterprising women. These
qualities are at the very heart of
continued on page 14
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LEADERSHIP IN BUSINESS
Avoiding Consensus Overload: Seven Tips to Help Leaders Make Thoughtful,
Yet Rapid Key Decisions 
As a business leader, you
don’t always have the luxury of
getting all your employees’
input on big-time decisions.
Often, you’ve got to make a
decision quickly or risk losing
the opportunity altogether.
Michael Feuer offers advice on
how to make profitable mind-to-
market decisions without get-
ting sidetracked by consensus
overload.
Often, the biggest roadblock
to execution at companies is
consensus. Leaders spend valu-
able time and money trying to
get everyone on board with a
decision, and end up stalled in a
state of extended debate—a.k.a.
analysis paralysis. But in
today’s business environment,
it’s those who can make speedy
(yet thoughtful) decisions—
sometimes in hours, days, and
weeks instead of months—who
not only survive, but excel.
Michael Feuer says it’s
important for leaders to make
well-informed, wise decisions,
but when time is of the essence,
it’s also crucial to know when
it’s time to stop talking and start
acting.
“The job of an entrepreneur,
manager, or CEO is to say,
‘We’re taking this fork in the
road, for better or worse, and
it’s on my head,’” says Feuer,
co-founder and former CEO of
OfficeMax. “He or she is the
one person who makes the
important decisions when it
counts. It’s this decision-mak-
ing responsibility and the pres-
sure that comes with it that
causes leaders to constantly go
to their teams for input.
Unfortunately, doing so leads to
analysis paralysis or plain old-
fashioned inertia.”
Feuer compares this stalled
state to treading water. You’re
in the middle of a beautiful lake.
You’re doing fine until exhaus-
tion sets in, and then you begin
to sink like a rock. When you
spend too much time trying to
build consensus, you quite sim-
ply fail to accomplish anything
that moves the venture forward,
which will inevitably lead to a
one-way trip straight to the bot-
tom.
Today, success means exe-
cuting quickly and effectively.
In his new book, Feuer writes
that sometimes it’s best to put
consensus aside and “just do it.”
He presents a leadership style—
being a benevolent dictator—
that combines an appreciation
for consensus and the input of
the team with the ability to rec-
ognize when debate, conversa-
tion, and analysis can’t take you
any further.
“When you’re an entrepre-
neur and a leader, make-or-
break decisions are made on a
daily basis,” says Feuer.
“There’s just no way around it.
When you lead as a benevolent
dictator, you can move faster
than the competition and save
time, money, and energy to cap-
italize on opportunities.
Absolutely, you respect the peo-
ple on your team, but you also
realize the point when talking
must come to an end and the
decision must be made.”
If you’d like to make deci-
sions like a benevolent dictator,
then read on for a few tips from
Feuer:
Learn to make “battle-
field” decisions. Being a leader
in business is somewhat like
being a commander on a battle-
field—things are happening
quickly, and many of them are
outside your control.
“Generals and general man-
agers are a lot alike,” says
Feuer. “Neither group always
has the luxury of going over
every little detail or asking their
people what they think should
happen. They have to move fast.
They have to think on their feet.
To take advantage of a competi-
tor’s weakness, you have to be
able to move quickly, and you
can’t do that if you spend too
much time trying to figure out
what every last person on the
team thinks.
“At OfficeMax, when we
had to move from mind to mar-
ket and implement must-make
changes, I didn’t have the luxu-
ry of time to build consensus
and sway everyone over to my
position on what would work
and what wouldn’t. Instead, I
had to, out of necessity, make
many pronouncements that
became gospel. It wasn’t that
my decisions were always better
than someone else’s. I simply
knew that a decision had to be
made, and there wasn’t time for
debate. I knew that I could
quickly maneuver around flaws
in the decision if I was wrong
provided I kept everyone
focused on the end game and
made adjustments as we moved
forward.”
Have a “ready, aim, fire”
attitude. Feuer writes that his
own method for making diffi-
cult choices is to follow the
time-tested formula of ready,
aim, fire. He takes emotion out
of the equation, gathers the
facts, decides where he wants to
go, and determines how to get
there.
“After OfficeMax’s first
year, we’d actually grown nice-
ly and were operating stores in
Ohio, New York, and
Michigan,” says Feuer. “Better
yet, we’d done so with no real
casualties and just a few
wounds. In hindsight, the key to
that first year’s success was our
ability to make on-the-run deci-
sions rather than conduct
lengthy analysis that would
have meant waiting weeks—if
not months—before taking the
next step. I was often forced to
make decisions on the fly, even
if I didn’t have as much infor-
mation or understanding as I’d
ideally like, and the dictator
side of me was willing to take
that risk. Along the way, I
learned a few things that helped
me make choices that were as
smart and calculated as possi-
ble, given the circumstances.
“Most notably, I realized
that one runs a business with the
head, the heart, and the gut. On
a good day, all three kicked in;
however, at other times I would
rely on my heart or gut to make
the right move. Also, one does-
n’t always have to be 100 per-
cent sure about something to
make a decent decision; you just
have to have a good sense that
something will work. The smell
test is one of the best tools to
use if you aren’t positive about
a decision. Essentially, that
means if something doesn’t
smell right to you, it most likely
isn’t going to work, so take a
pass.”
Remember that leading
benevolently means never
having to say you’re sorry.
Sometimes when leaders must
take the initiative to quickly put
their decisions into practice,
they feel like the schoolyard
bully. But, as Feuer explains,
that’s where the benevolent side
of your leadership must kick in.
“I certainly appreciate the
effect my decisions have on all
of my constituents, starting with
our customers,” he says.
“Without them, of course, we
wouldn’t have a business. A
benevolent dictator style may
sound autocratic at first, but
when the emphasis is on the
benevolent portion, meaning
you’re doing what is right for
the greater good, the odds for
success move in your favor.
“In OfficeMax’s early days,
I was making a lot of quick
decisions without consulting the
team,” says Feuer. “It was dur-
ing this time that I remembered
the quote from the movie ‘Love
Story,’ ‘Love means never hav-
continued on page 16
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LEGAL NOTES
Should you change your estate plan because of the new healthcare law?
By William K. Hayes
The purpose of estate plan-
ning is to arrange your affairs so
that they may be managed prop-
erly in the event of unexpected
and inevitable occurrences such
as disability or death and to
avoid probate and minimize
unnecessary taxation and
expenses. It is to create a plan
for your affairs such that your
estate is conducted in a manner
to assure its growth despite the
economic climate and ultimate-
ly provide for the simplest
method of passing the estate on
to the persons and institutions
that you care about.
The 2010 healthcare bill
known as the ‘Patient Protection
and Affordable Care Act’
(PPACA) affects the estate plan-
ning of just about everyone who
is concerned about the proper
management of their assets,
keeping tax payouts low and
avoiding the high cost of health-
care both now and in the future.
The cost of healthcare is a
threat to the estates of most
Americans. Harvard University
researchers found that 62% of
all personal bankruptcies result-
ed from medical expenses and
of those bankruptcy filers, 78%
had health insurance but were
still overwhelmed by their med-
ical debt.
Political battles regarding
healthcare have been ongoing
for over 60 years with each
political party touting what it
believes best for the good of the
country. The current spate of
lower federal court rulings
regarding healthcare confuses
the issues even further. Much of
the focus of the court battles
concerns the requirement that
everyone have some form of
insurance coverage whether it
be purchased or otherwise pro-
vided. The stated intention of
the bill is to extend the benefits
provided to healthcare recipi-
ents and expand coverage to an
additional 30 million people.
It is often difficult to know
what to think on this controver-
sial issue given that the politi-
cian who is arguing on one side
or the other can change with
time and circumstances. In
1993/94 a Democratic Congress
killed off a major healthcare
reform bill even though there
was a Democratic majority in
both Houses.
Then consider that in
November, 1993, Sen. John
Chafee, R-R.I., introduced what
was considered to be one of the
main Republican health over-
haul proposals: “A bill to pro-
vide comprehensive reform of
the health care system of the
United States.”
As reported in the Kaiser
continued on page 13
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MANAGEMENT
How to Get the Feedback You Didn’t Want to Hear (But Really Need To Know)
By Joelle Jay, Ph.D.
What if there are things you
are doing—or not doing—that
are sabotaging your success?
What if there are few key things
you’re missing that could help
you get even better results?
There’s only one way to find
out, and that’s by getting feed-
back.
Unfortunately, feedback is
sometimes given a bad rap.
Poorly conducted performance
reviews, harsh criticisms by
thoughtless colleagues, and bad
experiences with multi-rater
feedback systems all contribute
to the temptation to steer clear
of feedback if you can help it.
But feedback is how we
learn. Without feedback and
reflection, you have no way to
know how you’re doing. You
don’t know what others think of
you or how you might be hold-
ing yourself back. What you
don’t know can hurt you. A lack
of self-knowledge can limit your
opportunities and even stall your
career.
On the other hand, when you
seek feedback, you open your-
self up to reflection. You
become much more thoughtful
about what you’re doing and
why, how you can improve, how
you can maximize your efforts
and get better, more predictable
results.
When you get high quality
feedback, you gain a tremen-
dous advantage. By seeing your-
self as others see you, suddenly
you realize where, why and how
you can improve. You under-
stand where you’re holding
yourself back and where you
have the opportunity to surge
ahead. Asking for feedback can
benefit you in the following
ways:
• Identifying Your
Strengths. Feedback helps you
maximize your natural strengths
and reach your full potential.
This is a good idea anytime, but
especially when you’re secure in
your skills and competence and
want to truly excel.
• Seeing Into Your Blind
Spots. You might want feedback
because you want to improve
your leadership and see into
your blind spots. This is particu-
larly important when you have
been newly promoted or are in
the throes of a new endeavor.
• Meeting Your Goals.
Feedback gives you specific
direction on how to meet your
goals. This approach works best
when you are already clear on
what your goals are. You don’t
need information about what to
do, but rather how you are to do
it.
• Preparing for
Advancement. You might want
feedback to prepare yourself for
advancement. This method is
best when you are seeking less
self-awareness and more advice
and direction.
• Becoming More
Effective. Feedback can help
you become more effective in
your current job, which is help-
ful at any time and in fact is a
strategy you might want to use
over and over. Feedback can
even give you a sense of what
your clients want and need. By
asking questions not just about
yourself, but about your clients
and customers, you can better
serve their needs and therefore
increase your value to them.
What are your reasons for
seeking feedback? What results
do you want to achieve? Think
about your reasons for feedback
in advance to take the fullest
advantage of the learning it has
to offer. Then, before you actu-
ally get the feedback, give care-
ful thought to what will happen
when you receive it.
Leaders all react to feedback
differently. Reactions range
from tears to elation. Are you
interpreting the feedback in the
way that will be most helpful to
you?
Here are 10 dos and don’ts
that will help you make the most
of the feedback you receive.
1. Do choose one or two
areas to work on.
Use your feedback as a
jumping-off point for an action
plan. Choose one most impact-
ful area to master. Make some
decisions about what it will take
to improve in that area, and find
a commitment you can get start-
ed on right away. You can
always come back for more
later.
2. Do focus as much on
your strengths as your weak-
nesses.
As you read your feedback,
remember to focus on what’s
right, not just what’s wrong. It’s
just as important to build on
what’s working than it is to
improve what’s not.
3. Do save your feedback
for a specific time set aside for
review and reflection.
Give yourself the chance to
absorb the feedback. Take the
time to get in the right mindset
to hear both good and bad news,
and be sure you have enough
time to work with the informa-
tion productively.
4. Do seek further detail
and clarification as needed.
You may come across feed-
back you don’t really under-
stand. Don’t just speculate. Go
find out. While you’re at it,
thank the people who gave you
feedback for their time and
thoughts. Giving feedback can
be just as risky as receiving it.
5. Do take notes and
explore your observations.
Your feedback isn’t the final
word on you. It’s just a place to
start. Add your own insights to
what you learn in order to make
sense of it and find the real
learning.
6. Don’t choose too many
areas to work on.
Feedback can be over-
whelming. Every comment,
good or bad, can be a place to
look for improvement. Be care-
ful not to get caught in “analysis
paralysis.”
7. Don’t focus on the “bad
stuff.”
It’s easy to get sidetracked
by fixating on what’s not going
well. Feedback is important, but
it’s not everything. Even when
you get harsh feedback, you can
learn to put it in perspective.
8. Don’t just skim the feed-
back.
Slow down and analyze it
well. You might even want to
read or review your feedback
several times to really under-
stand the message.
9. Don’t hold feedback
against the people who gave it
to you.
Every single person who
gets feedback feels the same
way: exposed. You might feel a
little defensive, or even angry.
Learn to connect with others
over the experience for support.
Don’t shoot the messenger.
10. Don’t put the feedback
in a drawer.
Feedback is a message given
to you by others who care
enough to tell you the truth. If
all you do is throw it in a draw-
er and forget about it, it’s not
worth going through the process
at all.
continued on page 39
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STOCK CHART
Duff & Phelps, LLC
One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 689-0070.
Five Most Active Stocks
Advances 2
Declines 9
Unchanged 0
New Highs 2
New Lows 2
Monthly Summary
8/22/11
Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
American States Water Company (L)
Channell Commercial Corp. 
CVB Financial Corp. 
EMRISE Corporation 
Hansen Natural Corporation 
Hot Topic Inc. 
Kaiser Federal Financial Group, Inc. 
Outdoor Channel Holdings, Inc. 
Physicians Formula Holdings Inc. (L)
Provident Financial Holdings Inc. (H)
Watson Pharmaceuticals, Inc. (H)
Watson Pharmaceuticals, Inc. 27,211,570
Hansen Natural Corporation 20,497,060
CVB Financial Corp. 14,112,600
Hot Topic Inc. 13,152,350
American States Water Company 1,992,000
D&P/IEBJ Total Volume Month 78,568,830 
Ticker 8/22/11 7/29/11 %Chg. 52 Week 52 Week Current P/E Exchange
Close Price Open Price Month High Low Ratio
AWR
CHNL
CVBF
EMRI
HANS
HOTT
KFFG
OUTD
FACE
PROV
WPI
33.57 34.19 -1.8 38.59 30.53 18.8 NYSE
0.35 0.42 -16.7 0.45 0.08 NM OTCPK
7.75 9.69 -20.0 10.00 6.61 12.7 NASDAQGS
0.62 0.84 -26.2 1.19 0.20 NM OTCBB
79.80 76.62 4.2 84.00 44.43 29.2 NASDAQGS
7.71 7.47 3.2 8.45 4.74 NM NASDAQGS
12.05 12.78 -5.7 14.70 7.26 12.7 NASDAQGM
6.14 6.65 -7.7 8.50 4.84 70.3 NASDAQGM
3.38 3.80 -11.1 6.79 2.65 NM NASDAQGS
8.26 8.48 -2.6 8.74 5.08 7.1 NASDAQGS
61.85 67.13 -7.9 71.50 41.75 54.9 NYSE
Company Current Beg. of Point %Change
Close Month Change
Hansen Natural Corporation  79.80 76.62 3.18 4.2%
Hot Topic Inc.  7.71 7.47 0.24 3.2%
American States Water Company (L) 33.57 34.19 -0.62 -1.8%
Provident Financial Holdings Inc. (H) 8.26 8.48 -0.22 -2.6%
Kaiser Federal Financial Group, Inc.  12.05 12.78 -0.73 -5.7%
Company Current Beg. of Point %Change
Close Month Change
CVB Financial Corp.  7.75 9.69 -1.94 -20.0%
Physicians Formula Holdings Inc. (L) 3.38 3.80 -0.42 -11.1%
Watson Pharmaceuticals, Inc. (H) 61.85 67.13 -5.28 -7.9%
Outdoor Channel Holdings, Inc.  6.14 6.65 -0.51 -7.7%
Kaiser Federal Financial Group, Inc.  12.05 12.78 -0.73 -5.7%
THE GAINERS
Top five, by percentage
THE LOSERS
Top five, by percentage
September 2011
DLR Group WWCOT and Turner
Construction Awarded Riverside
Convention Center Expansion
DLR Group WWCOT and Turner Construction have been select-
ed to complete design/build services for the Riverside Convention
Center expansion and renovation. This $30 million project will add
about 42,400 square feet of much-needed exhibit hall space, meeting
rooms, lobbies, ballrooms, pre-function spaces, storage rooms and
service areas.
“DLR Group WWCOT and Turner Construction make a strong
team, as we have successfully completed several convention center
projects together,” said DLR Group WWCOT Principal Pam
Touschner. “We are enthusiastic about collaborating with the City of
Riverside to enhance this notable civic landmark.”
The team will beautify the facility’s exterior with a new entry
tower, and outdoor seating and gathering areas. The adjacent plaza
will be redesigned to include gardens, an amphitheater, and a military
heritage component. New stairs and walkways will be implemented
to improve access to surrounding attractions.
The existing portions of the building will be reorganized so that
the majority of meeting spaces can be serviced without the cross-over
into public spaces. A new 200-foot long concourse will provide
access to all exhibit halls, meeting spaces, and ballrooms.
The project is set to kick-off next month, with construction being
finalized in fall 2013.
DLR Group WWCOT is an continued on page 39
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright
2011 by IEBJ.
Inland Empire’s Largest Hotels
Ranked by Number of Rooms
Hotel # of Rooms Total Meeting Max. Sq. Ft. Rate Range Amenities Top Local Executive
Address # of Suites Sq. Ft. Exhibit Area (May be Title
City, State, Zip Largest Group Seasonal) Phone & Fax
E-Mail Address
La Quinta Resort & Club 1,050 66,000 1,700 $225-3,250 B,C,CR,F,FP,G,GS,H,I,L, Gary Sims
1. 49-499 Eisenhower Dr. 117 1,800 N,OC,P,R,RS,S,SR,ST,T,W General Manager
La Quinta, CA 92253 (760) 564-4111/777-5806
gsims@laquintaresort.com
Marriott’s Desert Springs Resort & Spa 884 53,000 24,816 $175-495 B,C,CR,F,FP,G,GS, Ken Schwartz
2. 74855 Country Club Dr. 51 3,050 H,I,L,N,P,R,T,W General Manager
Palm Desert, CA 92260 (760) 341-2211/341-1739
www.desertspringsresort.com
Renaissance Esmeralda Resort 560 52,000 16,500 $139-399 B, C, R,F,FP,G,GS, Tim Sullivan
3. 44-400 Indian Wells Lane 22 2,000 H,I,L,N,P,R,T,W General Manager
Indian Wells, CA 92210-9971 (760) 773-4444/836-1287
tim.m.sullivan@marriott.com
Pechanga Resort and Casino 522 40,000 43,000 $109-469 B,C,CR,F,FP,G,GS,H,I,L, Rudy Prito
4. 45000 Pechanga Pkwy. 85 2,000 N,P,R,RS,S,SA,SD,W General Manager
Temecula, CA 92592 (951) 587-0484/695-7410
rprito@pechanga.com
Hyatt Grand Champions Resort 480 100,000 20,000 $89-1,600 B,C,F,FP,G,GS,H Allan Farwell
5. 44600 Indian Wells Ln. 54 2,500 I,L,N,P,R,T,W General Manager
Indian Wells, CA 92210 (760) 341-1000/674-4382
www.hyattgrandchampions.com
Westin Mission Hills Resort 472 65,000 17,325 $99-349 B,C,F,FP,G,GS,H,I,L,N,OC, Ross Meridith
6. 71333 Dinah Shore Drive 40 1,500 *May be Seasonal P,R,RS,S,SA,ST,T,W General Manager
Rancho Mirage, CA 92270 (760) 328-5955/770-2138
ross_meridith@westin.com
DoubleTree Hotel Ontario 463 25,000 12,800 $89-209 B,C,CR,F,FP,GS,H,I,L, Bassam Shahin
7. 222 N. Vineyard Ave. 21 2,000 N,OC,P,R,RSS,SD,ST,W,X General Manager
Ontario, CA 91764 (909) 937-0900/937-0999
bassam_shahin@hilton.com
Rancho Las Palmas Resort & Spa 450 41,000 12,900 $99-350 B,CR,F,FP,G,GS,H,I, April Shut
8. 41000 Bob Hope Dr. 22 1,950 L,N,P,R,T,W,C General Manager
Rancho Mirage, CA 92270 (760) 568-2727/568-5845
ashut@rancholaspalmas.com
Palm Springs Riviera Resort 439 50,000 19,670 N/A B,C,F,FP,GS,H,I,L, Jeff Young
9. 1600 North Indian Canyon Dr. 36 1,000 88  8x10’s N,OC,P,R,RS,T,X General Manager
Palm Springs, CA 92262-4602 (760) 327-8311/325-8572
www.psriviera.com
Marriott Renaissance 410 30,000 12,571 $119-249 C,CR,F,FP,GS, John Daw
10. 888 E. Tahquitz Canyon Way 158 2,000 H,I,L,N,P,R,W,X General Manager
Palm Springs, CA 92262 (760) 322-6000/416-2900
www.wyndham.com
Agua Caliente Casino Resort USA 340 15,000 5,635 $89.00 B,C,CR,F,FP,GS,H,I, Brian Hansberry
11. 32-250 Bob Hope Dr. 26 900 P,R,RS,S,SA,SD,SR,ST,W General Manager
Rancho Mirage, CA 92270 (760) 321-2000/202-2128
www.hotwatercasino.com
Hilton Ontario Airport 309 15,685 5,300 $99-299 BS,C,CB,CR,F,FP,G,GS, David Hirsch
12. 700 N. Haven Ave. 14 760 2,430 H,I,L,N,P,R,RS,S,SA,W,X General Manager
Ontario, CA 91764 (909) 980-0400/941-6781
david.hirsch@hilton.com
Ontario Airport Marriott 299 22,000 5,900 $79-299 B,C,CR,F,FP, Charlie Prentice
13. 2200 E. Holt Blvd. 6 550 GS,H,I,L,N,P,R,RS,S, General Manager
Ontario, CA 91761 SA,SD,T,W,X (909) 975-5000/975-5051
cprentice@sunstonehotels.com
Riverside Marriott 292 14,408 3,600 $149 and up B,C,CR,F,FP,GS,H,I,L,N, Tom Donahue
14. 3400 Market St. 24 300 (Banquet) OC,P,R,RS,SD,ST,W,X General Manager
Riverside, CA 92501 500 (Theater Style) (951) 786-7108/369-7127
Doral Palm Desert Princess Resort 285 18,000 18,000 $89-235 C,CR,F,FP,G,GS,H, Elie Zod
15. 67967 Vista Chino 13 740 I,L,N,P,R,T,W,X General Manager
Cathedral City, CA 92234 (760) 322-7000/322-6853
elie.zod@hirco.com
Palm Springs Hilton Resort 260 15,000 10,000 $81-325 C,CR,FP,GS,H,I,L,F, Aftab Dada
16. 400 E. Tahquitz Canyon Way 71 700 N,P,R,T,W,X General Manager
Palm Springs, CA 92262 (760) 320-6868/320-2126
www.hilton.com
Hilton San Bernardino 251 13,000 5,000 $110-275 P,GS,R,W,H,RS,CR,I,S,X,L,N,SD, Tim Jenkins
17. 285 E. Hospitality Ln. 12 600 FP, Mini Refrigerators General Manager
San Bernardino, CA 92408 comp. a.m. coffee in lobby (909) 889-0133/381-4299
www.sanbernardino.hilton.com
Mission Inn Hotel & Spa 239 17,000 N/A $190-1,400 B,C,CR,F,GS, Dianna Rurosure
18. 3649 Mission Inn Ave. 29 240 I,R,L,H,N,P, General Manager
Riverside, CA 92501 W,X,RS,S,SD,ST (951) 784-0300/782-7197
drurosure@missioninn.com
continued on page. 29
B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies, L=Lounge,N=Non-
Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
BUSINESS JOURNAL • PAGE 11September 2011
REAL ESTATE NOTES
Draftsmen & Craftsmen
Barnhart Balfour Beatty has completed construction of the $36
million School of Medicine Research Building for the University of
California Riverside. This is the first building for the new UCR
School of Medicine, which will become the first public medical
school in California in more than 40 years. 
The three-story, 60k-square-foot building incorporates laborato-
ry environments for biomedical research, including a biosafety
level-3 suite, and flexible support spaces for imaging and instruc-
tional needs. The project will qualify for LEED™ Silver sustainabil-
ity certification, meeting the standards set by the US Green Building
Council, the first LEED™-rated building on the UCR campus. 
G. Richard Olds, M.D., the founding dean, said the new medical
school is being built in a region with one of the state of California’s
lowest doctor-to-resident ratios. “Inland Southern California’s pop-
ulation will grow by an estimated 24% over the next decade and
many of the 44% of current physicians who are age 55 and older will
retire, further reducing health care access,” he said. 
Projected to enroll its first class in August 2013, the UCR School
of Medicine will be turning out as many as 100 medical school grad-
uates a year. The training at UCR will emphasize preventative care
and health education, recruit students locally, and encourage gradu-
ates to stay and practice in the region. 
The architect on the project was SRG Partnership of Portland. 
Recent Industrial Sales in Pomona and San Bernardino
Portend Increasing User Demand
Seventh Street Development recently closed two industrial
building sales, in Pomona and San Bernardino, both to local manu-
facturing companies. In the Pomona deal, Eden Equipment
Company paid $2.2 million for an 18.5k-square-foot ($119/sf) build-
ing at the 462k-square-foot Mission-71 Business Park. The fully
sprinklered building features 24-foot clear heights, dock high and
ground level loading, fenced yards and power service expandable to
800 amps. 
Eden, a manufacturer of highly specialized filtration vessels and
filter cartridges, was repped by Larry Kliger of Lawrence Allen &
Associates. Seventh Street was represented by Lynn Knox &
Barbara Emmons of CB Richard Ellis. 
In a separate transaction, Technology Solutions & Services
Incorporated (TSSI), a remanufacturer of LCD Monitors and com-
puters for Hewlett Packard, paid $1.1 million for a 15.2k-square-
foot ($72/sf) industrial building at the Waterman Business Center in
San Bernardino. The 191k square feet, master-planned development
features office, flex, and industrial space and is located at Waterman
Avenue and Commercial Road, immediately adjacent to the inter-
change of U.S Interstates 215 and 10. TSSI was represented by
Grace Machado of Ken Scott Real Estate. 
While these are relatively small industrial transactions, the mes-
sage they are sending is important, says Seventh Street Development
Principal Craig Furniss. Manufacturing and food companies, both
large and small, are leading, and will lead, the economic recovery
nationally and in Southern California as they gain confidence in an
improving economy. 
Hispanic Grocery Chain Takes 32k Square Feet Space at
Ontario Retail Center continued on page 17
DMV Vehicle Registration Grace
Period May Result in Huge Penalty
Little Mercy for Late Registration
I would like to remind constituents that the Department of Motor
Vehicles (DMV) will be handling vehicle registration renewals dif-
ferently this year. Because of legislation passed in May, DMV will
extend a 30-day grace period for vehicle renewals occurring
between July 1, 2011 and Dec. 31, 2011.
It is important to know that billing notices issued by DMV have
not been adjusted to reflect the 30-day grace period. Instead, a
special insert has been included with the billing notice that indicates
penalties will not be imposed until the 31st day after the expira-
tion date. 
Normally, there is NO grace period for vehicle registration
renewals, but notices are sent 60 days prior to the renewal date.
Penalties under the standard system are calculated based on the num-
ber of days the registration is overdue, increasing from a 10% penal-
ty when a payment is one to 10 days late to a 60% penalty is the fee
is 31 days late.
Some vehicle owners have reported that they have been
assessed a 60% penalty on their VLF fee on the first day after the
fee was due. In other words, vehicle owners paying their fees
online after the due date have not received graduated penalties
based on the amount of time the fee is overdue–just the maxi-
mum penalty from the first day the fee is overdue.
Although DMV officials say they are working to correct the prob-
lem, vehicle owners need to pay attention to when their registration
renewal payments are due since those that were due in early July
have already begun to pass the 30-day grace period.
DMV is encouraging vehicle owners to use renewal by mail or its
Internet renewal program to renew vehicle registrations. These alter-
native renewal methods automatically waive late fees for 30-day
grace period, but will assess a penalty of 60% of the VLF fee on the
31st day. DMV will refund any over-payments to vehicle owners who
were unaware of the 30-day grace period if they included penalty fees
in their mailed payments. However, it may take 3-4 weeks for the
refund to be processed.
DMV officials also say law continued on page 34
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Financial Donations 2 Non-Profits
By Dexter
OurGV Rewards is a unique collaboration that progressively
assists merchants and non-profit organizations in reaching their
financial goals. By connecting the interests of a merchants’ profit ini-
tiatives and the fund-raising efforts of non-profit groups, communi-
ties everywhere become stronger. This is Our Global Vision. 
Purchases in the “OurGV On-Line International Discount
Shopping Mall” generate cash donation referral rebates paid to
OurGV. There are over 1600 stores in the OurGV International
Discount Mall. Each store has its own contract for its own negotiat-
ed referral rebate percentage, paid to OurGV. Upon receipt of rebate
by OurGV, 25% - 80% of total rebate revenue, is donated to the non-
profit of your choice. The customer making the purchase receives a
lowering of operating costs while raising efficiency through price
discounts. Purchaser also increases charitable giving when a portion
of the rebate is donated to the charity of their choice—donations the
charity did solicit and the donor did not take out of pocket.
The founders of OurGV Inc. represent a combined 30+ years of
building successful businesses from the ground up. Frustrated with
the lack of integrity, and seeming unwillingness of companies to take
care of their most important asset, their people, a decision was made
to start a new company—one that would be dedicated to having a
positive impact on the community we all live in.
Taking every last ounce of their knowledge and expertise, the
long process of research and development began. After several years
of painstaking research and testing, OurGV.com was born. 
OurGV stands for Our Global Vision, and that’s exactly what the
founders have. 
A Global Vision of creating the most powerful business concept
the world has ever seen combined with the finest and most advanced
personal growth business training in history—all put together to help
give back to the world one non-profit group or community at a time.
For further information please contact affiliate Mr. Dexter
Pleasure at 909-218-0502, CEO@QuickWealth.ws
macy. Usually, fountains —however
big—allow you to dabble in them
and sit at their edge. Here you can
only gawk. You get the feeling that no one quite realized how big the
cascades would be until it was too late, while the footprints of the
towers might have been as potent if formed by a clearing in the trees,
or by less drastic pools.
Walker is proud of the way his plaza catches rainwater to irrigate
the trees. But this admirable detail seems a touch redundant next to
the profligate gushing in its midst. The plan is that admission fees to
the museum will help pay to keep the waters churning. It is unthink-
able that they should stop, so—by whatever means and at whatever
cost in money and energy—they will keep going forever. It is impres-
sive to contemplate this prospect, but also exhausting.
By Rowan Moore, www.guardian.co.uk
Ground Zero...
continued from pg. 2
To the Terrorist: A 9-11 Prayer
To the Terrorist
You who would hold the sky captive,
The sea prisoner,
The land in chains…
You who hide in caves,
Retreat to the wilderness,
Disappear behind false names and forged papers…
You who smuggle guns and arms,
Hide rockets in cities and bombs in homes,
Build weapons against the innocent and the bystander…
You whose designs are destruction,
Whose plans are fear,
Whose joy is hate…
You who harden your hearts
And wrap yourselves in death…
What evil has robbed you of your love,
Your compassion,
Your goodness,
Your humanity?
What lies have invaded your minds
So that you choose to die in order to kill?
We who love our lives and liberty
Stand firm and strong against terror.
We will defend our nation and our people.
We will protect our land and our homes.
And we pray for you to find hope and comfort
In lives of peace.
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BANKING NEWS
Community Bank Reports Unparalleled Performance in
Troubled Economic Times With a 23% Increase in Year-to-Date
Earnings to $11.7 Million
Community Bank, an indpendent business bank reported a 8.8%
increase in net income to $6.4 million for the second quarter of 2011
compared to $5.9 million for the similar quarter in 2010.  For the six
months ended June 30, 2011, the bank reported net income of $11.7
million compared to $9.5 million for the same period last year.
Total loans as of June 30, 2011 were essentially unchanged from
the prior year quarter at $1.74 billion.  Total deposits as of June 30,
2011 increased to $2.02 billion as compared to $1.97 billion as of
June 30, 2010.  Community Bank’s capital ratios continue to exceed
regulatory requirements with Tier 1 Leverage, Tier 1 Rick-based
Capital and Total Risk-based capital ratios of 9.20%, 11.68%, and
12.95%, respectively, as of June 30, 2011.  Regulatory requirements
for a “well-capitalized bank” are 5%, 6%, and 10%, respectively.
Citizens Business Bank Announces Appointments
Christopher D. Myers, president and chief executive officer of
Citizens Business Bank, has announced the following appointments: 
• Margaret Vasquez to the position of senior vice president and
manager of the loan documentation and servicing department in
Ontario.
Ms. Vasquez’s professional career incorporates over 20 years of
management experience in lending operations and risk/compliance
activities. Prior to her appointment with Citizens Business Bank,
Vasquez was senior vice president, loan servicing manager with
Opportunity Bank, where she was responsible for the overall man-
aging a large division of multiple major segments of internal credit
and loan operational activities. She was formerly the senior vice
president, credit administration manager for Zion’s Bank/Vineyard
Bank. 
She has served as a board member of the Fiserve Western States
User Group, as well as the chairperson for the Fiserv Western States
Loan Accounting System User Group for four years. She has also
been responsible for converting loan systems for over 20 bank merg-
ers. 
• Pat Irueta to the position of vice president and branch sup-
port services manager of the branch support services department in
Ontario.
Ms. Irueta’s professional career incorporates over 10 years of
banking experience with a background in branch management, oper-
ations administration and treasury management. Prior to her
appointment with Citizens Business Bank, Irueta was a first vice
president, operations administrator with Community Bank, where
she was responsible for managing the operations of retail branches
and the Central Services Operations Group. She was formerly a vice
president, manager of treasury management services for California
United Bank. 
Irueta received her bachelor of arts degree in business adminis-
tration and business management from the University of Phoenix in
Woodland Hills.
•   Kimberly Eborn to the position of assistant vice president and
monitoring and reporting officer in the branch support services
department in Ontario.
Ms. Eborn’s professional career incorporates over 10 years of
subpoena compliance and opera- continued on page 39
Health News publication, the bill
was titled the Health Equity and
Access Reform Today Act of 1993,
Senator Chaffee’s bill had 21 co-sponsors, including two Democrats
(Sens. Boren and Kerrey). A review of Sen. Chaffee’s proposed bill
illustrates that it bore more than passing similarity to the Democratic
bill signed into law on March 23, 2010 as the Patient Protection and
Affordable Care Act
(PPACA). The purpose of the Republican backed bill was to pro-
vide “health insurance coverage under a qualified health plan for
every citizen and lawful permanent resident of the United States.”
Specifically the language of the bill stated: 
“(Sec. 1003) Establishes a program under which persons with
low incomes (and who are not eligible for Medicaid) will receive
vouchers to buy insurance through purchasing groups. 
“(Sec. 1004) Requires each employer to make available, either
directly, through a purchasing group or otherwise, enrollment in a
qualified health plan to each eligible employee.”
Given the lower federal court cases which have been ruled upon
regarding the 2010 Act and those yet to be ruled on, it’s anyone’s
guess how the healthcare controversy will pan out. There have been
five rulings in support of the bill and four against it and there’s the
strong possibility that the Supreme Court may rule on this matter
before the 2012 election.
A snapshot of the comprehensive 2010 bill’s major changes pro-
vides that:
• Insurers are prevented from excluding persons with pre-exist-
ing medical conditions;
• No lifetime dollar limits on coverage provided for essential
benefits such as hospital stays;
• Insurers are prohibited from dropping people when they get
sick or if they have previously made an unintentional mistake on their
application;
• Extension of parents’ coverage to young adults under 26
years old;
• For the vast majority of Americans who get their health insur-
ance through employers, additional benefits will be offered, irrespec-
tive of whether their plan is grandfathered, including:
• No coverage exclusions for children with pre-existing condi-
tions.
The following summarizes provisions set to take effect over a
multi-year time span beginning in 2010 through 2018:
• An individual mandate would require nearly all persons not
covered by Medicaid, Medicare, or other insurance programs to pur-
chase and comply with a private insurance policy or pay a penalty
with few exceptions.
• Medicaid eligibility be expanded to include all individuals
and families with incomes up to 133% of the poverty level which is
$22,350 for a family of 4.
• Health insurance exchanges will commence operation in each
state, offering a marketplace where individuals and small businesses
can compare policies and premiums, and buy insurance.
• Federal subsidies on a sliding scale to low income persons
and families above the Medicaid level and up to 400% of the pover-
ty level if they choose to purchase insurance via an exchange.
• Firms employing 50 or more people but not offering health
insurance also pay a shared responsibility payment if the government
has had to subsidize an employee’s health care.
• Small businesses be able to get subsidies if they purchase
insurance through an exchange.
• That changes be enacted
Should you...
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what women do best,” says
Milazzo. 
“Men certainly exhibit many of
these qualities. But women synthesize these strengths into a potent
energy that is distinctively female, and we should not be afraid to
express them. Women have every advantage right now. It’s time for
more women to harness their strengths. We’ve never been better
positioned to make our mark.”
Read on for a few feminine factors that make women primed to
succeed in the social revolution and how you can take advantage of
them:
Women aren’t afraid to take action. Whether it’s getting
worldwide attention for a new product through a viral video, build-
ing support for an important cause through Twitter, or using
Facebook to report a nation’s revolution, there’s no denying that
social media has made taking action easier than ever before.
“Successful women know how and when to take action,” says
Milazzo. “They know that success is not about what you do when
the road ahead is golden and every dip and turn smoothes your way.
It’s about how you respond when you hit the biggest, nastiest road-
block of all time. By taking action every day, you develop the habits
and discipline to make your vision a reality. When you focus not just
on the idea but on making it happen, you stay in motion, not merely
dreaming your passions but living them.”
Women aren’t afraid to ask for help. Be it through message
boards, questions posted on Facebook, or informative YouTube
videos, much of what makes social media so appealing is its capac-
ity to help us help each other. And because women have often had to
fight for everything they’ve achieved in the business world, helping
each other has become a common practice.
There’s always someone out there who has already successfully
handled that very challenge. Intelligent women know what they
don’t know and when to seek answers. Smart women appreciate that
what works today won’t necessarily work tomorrow, and aggressive
learning is a competitive advantage to achieving any desired goal.
Women know how to trust their intuition. The concept that
women are more in touch with instinctive inner guidance is so intrin-
sic to our culture that most people (even men) accept it without
expecting any scientific explanation. On the side of science, the larg-
er splenium of the corpus callosum accounts for greater interconnec-
tivity between the left and right hemispheres of women’s cognitive
brains. Some scientists believe this broader connection enables
women to access both sides faster and easier than men. Women are
not more “right-brained,” as is the myth; their brain functions are
actually more holistic and generalized. Women fluently engage the
limbic brain, where higher emotions are stored, and the instinctive
brain, which is responsible for self-preservation. This holistic com-
bination of emotion, instinct, and cognition equates to women’s intu-
ition.
“Many of our social interactions are driven by intuition,” notes
Milazzo. “We can instinctively sense if we should or shouldn’t ask a
friend why she’s upset or whether to continue a conversation that is
heading down the wrong path. Does it make sense to have such an
extraordinary tool and not use it? Not in my book. By trusting my
intuition, I created a new industry where a void formerly existed. My
intuition told me lawyers needed nurses, even if they didn’t know it
yet themselves. If anyone ever tells you one person can’t accomplish
anything big, or you shouldn’t go against the odds, don’t believe it.
Intuition worked for me. And it will work for you. It all starts with
your intuitive vision.”
Your Time...
continued from pg. 5
continued on page 17
Temecula’s Sunrise Rotary Club
President Jimmy Hsieh
Jimmy Hsieh was born and raised in Taipei, Taiwan and immi-
grated to Los Angeles in 1989. There he met his lovely wife, Louisa,
and they got married on January 1991.
That same year, the couple started
an orchid business with few partners in
Temecula, and after a few years, they
sold the orchid business and  founded
Red Hawk Enterprises, Incorporated,
an import and export company special-
izing in eyewear accessories and pro-
motional products.
Jimmy and his wife have four chil-
dren, and the oldest, Jasmine, will be
attending UCLA next month as an
incoming freshman.
Jimmy joined Temecula Sunrise
Rotary Club on November 1994 and
has been an active member in every
aspect of Rotary ever since. He cur-
rently serves as club president, having
previously held the position of community service chairman for sev-
eral years. Jimmy full-heartedly volunteers for many Rotary events;
his favorites include the annual Run Through the Vineyards, scholar-
ship for high schools and Safety Town for 5-8 years old.
CLOSE-UP
Jimmy Hsieh
on a day-to-day basis because of
our volunteers. We have only
three people on staff. We couldn’t
function without the wonderful people who give their time and
talents,” said Jody Gmeiner, president and chief executive offi-
cer.
Those who serve unselfishly come from all walks of life,
although most are either retired or students. No particular skills
are needed except for a willingness to want to help others.
“We can find a job for just about everyone. Our volunteers do
such a service to the hard-working people who are getting by
paycheck to paycheck and just can’t qualify for a conventional
loan to buy a house. Habitat makes that possible,” she said.
Selected families work along with volunteers in either build-
ing or refurbishing existing houses. The new homeowners then
pay a mortgage they can afford.
To date, the Pomona Valley chapter of this international
organization has completed 41 homes. Work on the group’s 42nd
began a couple of weeks ago in Covina. In addition to building or
renovating properties, Habitat volunteers also have been
involved in 15 “A Brush With Kindness” internal program proj-
ects where local homes have been spruced up. The chapter rou-
tinely also sends money to the international program as part of its
tithing tradition.
Volunteers and supporters continue their legacy of caring last
month when they hosted an annual prayer breakfast.
“We are a faith-based nonprofit organization and we have this
tradition of inviting all faiths to the breakfast so we can pray for
our country, its leaders and our Habitat families,” Gmeiner said.
The La Verne-based Pomona Valley Habitat for Humanity has
been a Los Angeles County Fair
Suzanne...
continued from pg. 3
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SALES
Sick of Consultative Selling—Ask for the Sale Already
While it was revolutionary
back in the ‘70s, today “con-
sultative selling” is considered
a mainstream selling approach.
And, I want to announce a
commission to retire it and
replace it with a new approach,
called: Just Ask for the Sale
Already!
Where did consultative
selling go awry? Who can
argue with its techniques—the
dialoging and the probing?
The active listening and mim-
icking of body language?
But, let’s face it, as well
intended as one might be, the
execution of consultative sell-
ing often has the sales profes-
sional come off like Billy, the
kid down the street whose
hard-up for a friend. “You
want to play today? I’d like to
play. I can play anything you
want to play. Just tell me what
you want to play and I’ll play
it with you.”
And, consultative selling
has led to some world record
embarrassing moments.
Working off a script in a struc-
tured training environment is a
whole different animal than
applying these techniques in
the real world.
An insurance agent once
asked my wife, “Have you
ever thought how you’d feel if
you died and left your kids
without a mother?” Um, awk-
ward. Unabashed, he contin-
ued, “So you’re saying you
don’t like to think about those
things?”
No she didn’t. He probably
thought he had nailed the con-
sultative selling part of his job
but all he accomplished –
besides irking my wife — was
sounding like the sales equiva-
lent of a Stepford wife.
Rule 1 of The Asking
Formula: only gather infor-
mation that is meaningful.
The rest is trivial, presump-
tuous and – as in this case –
offensively ill-mannered.
I did a circuit ride with a
sales person and sat observ-
ing her as she grilled a
prospect like he was a homi-
cide suspect. She was the
pro of probing, the ace of
active listening, the Rich
Little of mirroring behavior.
After nearly two hours, I
took her out to the hallway
told her to zip it. She was
mistaking the prospect’s
politeness as legitimate
interest.
Rule 2 of The Asking
Formula: eventually,
despite all appearances to
the contrary, you have to
stop the “consultative” and
start the “selling”: get to the
point and ask for what it is
you want.
A vice president of sales
I know once followed his
prospect around the
prospect’s office tossing out
questions left and right
doing his consultative sell-
ing thing. Finally the
prospect turned to him and
says, “This has to wait until
another day. I’m fighting a
fire right now.” The
prospect wasn’t kidding, there
was a fire in the copy room.
The VP was so immersed in his
script he missed the smoke and
flames.
Rule 3 of The Asking
Formula: your audience is
busy. Building a relationship
with your prospect is great, but
over-doing it turns you into a
nuisance.
The biggest problem with
consultative selling? It lets the
consultative get in the way of
the selling. It’s technique over-
load. It targets intimacy over
decorum. It allows for pro-
crastination. It enables sales-
people to avoid rejection. After
all, if I’m busy probing on the
needs of the prospect I don’t
have to risk asking for the sale.
Can you image a vendor at
a ballpark consultatively sell-
ing you a hot dog: “On a 1 –
10 scale rate your level of dis-
comfort with your hunger?”
“Tell me your main objective
with the hot dog?” “When you
had a hot dog before, how sat-
isfied were you with the mus-
tard and ketchup ratio?”
Just give me the damn
wiener!
Just once I’d like a tele-
marketer to ask, “I’m selling
windows today; you buying?”
I’d buy 20 just to express my
appreciation for his directness.
At the core of The Asking
Formula is that to get the sale
we have to ask for the sale.
And I say the sooner we do it
the better. Down with never-
ending sales cycles. Down
with information looping.
Down with faux friendliness.
Down with summarizing, para-
phrasing and repeating. As act-
ing commissioner, I declare
more selling and less consult-
ing.
Just ask for the sale
already. That’s a formula for
success.
BUSINESS JOURNAL • PAGE 16 September 2011
ing to say you’re sorry.’ I thought
this would be the perfect preface for
strong-armed decisions, and
accordingly gave my team a quick synopsis of the movie and the
background behind the statement. After the tutorial, I would occa-
sionally use the line when I knew I’d been aggressive in making a
decision. I also always made it clear to my employees how much I
appreciated and valued them. During high-stress periods, I would
explain, ‘You know the next few days are critical for us, so if I ask
for something, infer that I said “please,” and when you do it, know
that I mean “thank you.”’”
Avoid the b.s. People are willing to do just about anything for
their leaders as long as the leader is honest about his intentions and
avoids falling back on an excuse for why he wasn’t able to use an
employee’s idea or ask for others’ opinions on a certain decision.
“We were moving so fast in the early days of OfficeMax and now
with Max-Wellness, my new health and wellness retail business, that
most of my team members accepted the ground rules that came along
with my being a benevolent dictator,” says Feuer. “They understood
that it meant that there would be situations where I couldn’t open a
decision up for debate or when I would have to rein in a discussion.
Most of them appreciated this directness because they respected and
understood that we needed to forge ahead quickly.”
Beware the desire for “zero risk.” Yes, analyzing data and
making informed decisions is good. The problems start when analy-
sis is used as a crutch or to avoid pulling the trigger. You begin sec-
ond-guessing yourself and giving more and more thought to “what
ifs”…and before you know it, you’ve lost the use of speed as a com-
petitive advantage. The team becomes terrified to move forward, and
all involved find themselves playing out woulda-coulda-shoulda sce-
narios.
“Some entrepreneurs and business leaders get stuck in analysis
paralysis and consensus building in an attempt to have ‘zero risk,’”
explains Feuer. “But since you’ll never be 100 percent guaranteed to
succeed, you’ll be stuck studying, researching, and consensus build-
ing in a circular fashion. At that point, analysis will become an
excuse for continued delays and can doom a project from ever get-
ting off the ground. Remember that you must always be moving for-
ward—there’s no such thing as a pause button or instant replay in
business!”
Sleep on it. There will of course be decisions in your entrepre-
neurial career that require analysis and deep thinking. Often, the best
way to work out these problems is to put your subconscious to work.
“Soon after launching OfficeMax, I started thinking about some
of my biggest challenges right before going to bed,” Feuer recalls. “I
had read a lot about subconscious and subliminal thinking, and had
determined that if I focused on a problem, my subconscious would
help me come up with plans A, B, and C. Amazingly, I would wake
up after four or five hours of sleep and presto—I would have
answers (or at least possible answers) to the problems I had been
pondering when I went to bed. Doing this allowed me to hit the
ground running every morning. I’d be at my desk at 7:30 a.m. ready
to tackle whatever came my way.”
Learn to make decisions for the love of the company. When
you do what is right for the company, not just to please this or that
group, then you’re halfway there in making your undertaking work.
“At all costs, avoid making decisions based on how they will affect
the ‘us’ or ‘them’ groups in the company,” Feuer urges. “Sure, some
in the ‘us’ camp will disrespect you,
Avoiding...
continued from pg. 6
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Hispanic grocery chain
Cardenas has leased a 32k square
foot retail space at Vineyard Plaza
Shopping Center in the City of Ontario. The space Cardenas has
leased was occupied by Ralphs, which has been at that location since
1981. Ralphs’ lease expired June 30, 2011, at which point Cardenas
will begin reconfiguring and rebuilding the space with plans to open
in the fourth quarter of this year. 
Built in 1980, Vineyard Plaza Shopping Center is located at 1837
E. Fourth Street, at the northwest corner of Vineyard Avenue and
East Fourth Street, one of the busiest intersections in the City of
Ontario. The property contains 90k square feet of retail space, of
which there is currently a total of 3.3k square feet available for lease,
with the largest availability being a 2.1k square foot unit. Tenants at
the center include Rite Aid, El Pollo Loco and Taco Bell. 
Argent Retail Advisors’ Founder Terry Bortnick represented the
property owner, Los Angeles-based Mabela VP LP, in the transac-
tion, while Steve Glusker from Pacific Properties Group represented
Cardenas, a local company headquartered out of Ontario with over
30 stores. The 10-year lease has an estimated value of $3 million, or
about $0.78/sf/mo. 
Speaking about the deal with Cardenas, Bortnick said, “Once
retailers knew the space was coming available, we started getting
multiple offers from national, regional and local grocers and dis-
counters.” He added that, “The owners wanted Cardenas because of
their strong name in this region, the first class way they operate their
stores, and their ability to generate huge sales.” He noted that given
the age of the Ralphs’ lease, the new lease with Cardenas provides
the landlord with a substantial rental increase for the space. 
Additionally, a tenant such as Cardenas will help to increase the
demand for the other space in the center since there is a group of
small shops who piggyback off of the traffic Cardenas generates and
these stores look to follow the grocer to its new locations. 
La Quinta Multifamily Asset Sells for Just Under $20 Million
The Clubhouse, a 149-unit apartment community in La Quinta,
recently traded hands at a price of $19.5 million ($131k/unit). Built
in 2007, The Clubhouse is located at 80-175 Avenue south of
Highway 111 and just east of Jefferson Street. The property contains
38 one-bedroom and 111 two-bedroom units. 
Paul Runkle and Brian Anderson of the Inland Empire office and
Steve Huffman of the San Diego office of Hendricks & Partners rep-
resented the seller, Greystone Clubhouse Associates LLC, a
Delaware limited liability company of Santa Monica. The buyer was
Aspen Square Management. 
Rancho Cucamonga Logistics Lease Averages $0.30 Square
Foot a Month
Here’s a comp on a recent Inland Empire logistics space lease, as
Rancho Logistics LLC inked a five-year, $3.1 million deal for a
172.6k-square-foot ($0.30/sf/mo) facility in Rancho Cucamonga.
The property is located at 11671 Dayton Drive, west of I-15. 
The tenant provides logistics and warehousing services for
importers that distribute youth, dining and accent furniture for retail-
ers around the world. The company consolidated two warehouse
locations in Walnut and the City of Industry into the Rancho
Cucamonga warehouse. 
Vince Anthony, principal/senior VP of Lee & Associates’
Ontario office, represented the tenant in the deal. The property
owner, Krausz RC Properties One LLC, was repped by Voit Real
Estate Services. 
“Rancho Logistics LLC was able to reduce its distribution cen-
ter expense by taking advantage of
Real Estate...
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Women are great relation-
ship-builders. Most women want
to give their all to every relationship they have, be it with a cowork-
er, significant other, child, family member, friend, client, etc.—and
when they can’t, they often feel guilty. Our complex society of fam-
ily, friends, career, and spiritual and social obligations constantly
pulls us in different directions. Social media adds yet another layer
of complexity, and our always-on devices give us instant access to
the world via email, texting, and Skype, but they also give the world
instant access to us. Opportunities to commit bombard us at every
turn. For many women, it leads them to over-commit in relation-
ships, but when tempered to a manageable scale, this willingness to
build relationships sets women up for great success today.
Women are natural multi-taskers. How many things can you
do at once? How many things can your spouse or significant other
do at once? Chat up any group of women with a variety of talents,
emotions, and intelligence and you’ll find most of them are juggling
a dozen different projects, a handful of important relationships, and
at least one pressing dilemma. Women excel at multi-tasking—a true
leg up in a world that is constantly asking us to do more, more, more.
“Flexible and adaptable, women handle unexpected change
gracefully,” says Milazzo. “We’re not thrown by 10 things hitting us
at once—that won’t wreck our day. We’re wired for agility. Hand a
woman an iPhone and you turn her into a captain of high-tech indus-
try. She’ll set appointments, answer email, snap and send photos to
friends and family, update Facebook, arrange a party, make dinner
reservations, and text her husband to pick up the dry cleaning. We’ve
learned to bend technology to fit our needs and increase our agility
for handling more complex situations at increasingly higher and
faster levels.”
Women know how to collaborate. The rising use of Wikis and
other collaborative software indicates the rapid acceptance of a
growing need to share knowledge, ideas, and energies. Office tech-
nology has advanced to provide a platform for sharing, reviewing,
editing, and completely rethinking documents or graphics.
Documents that were passed around in brown office envelopes from
desk to desk for sign-off can be accessed by workers anywhere
there’s a computer. As our workforce has gone global, software has
permeated the vacuum created when we are unable to meet simulta-
neously.
“Collaboration is not just connecting with people. It’s also an
attitude of helpfulness.  Successful women know that playing nice is
a sign of strength. Inside every woman is a natural collaborator.
That’s a wicked advantage we have as women, an intellectual edge
we can leverage for using our genius at the highest possible level.”
Women know the importance of mutual support. Fusion
occurs when you merge diverse, distinct, or separate elements into a
unified whole. More and more that is exactly what is happening in
our highly connected global society. Women, it seems, benefit from
this connectedness more than men. According to a landmark UCLA
study on managing stress, the bonds women form with each other
also benefit their health and longevity. The hormone oxytocin,
enhanced by estrogen and released as part of their stress response,
encourages them to gather with other women. The bond that forms
helps to fill emotional gaps and lowers the risk of early death. Men
experiencing stress go into a fight-or-flight response. Women’s
broader response system may explain why they consistently outlive
men.
Your Time...
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NEST Energy Systems and International Battery Demonstrated VIPUR
Vehicle Integrated Power
Unit Regulator (VIPUR)
Employs Large-Format
Rechargeable Lithium-Iron
Phosphate (LFP) Batteries to
Reduce Fuel Consumption and
“Liquid Logistics” for Troops
International Battery
(www.internationalbattery.com),
a U.S. manufacturer and devel-
oper of large-format Lithium-
ion rechargeable batteries,
announced that it has joined
NEST Energy Systems in the
demonstration of NEST’s
VIPUR system during the
Experimental Forward
Operating Base 2011 event held
at the Marine Corps Air Ground
Combat Center in Twentynine
Palms. The Experimental
Forward Operating Base
(ExFOB) is the Marine Corps’
innovative process to identify
and evaluate energy efficient
technologies.
“By reducing fuel consump-
tion, threats posed by vulnerable
supply lines are reduced and
sustainability measures are
greatly increased in the field.
International Battery modules
feature quick charge times,
small footprint and light weight,
making our LFP systems the
best solution for harsh environ-
ments.”
During ExFOB, NEST
Energy Systems and
International Battery demon-
strated NEST’s VIPUR system
in real-world, high-heat desert
conditions. VIPUR provides up
to 75 percent fuel consumption
reduction for HMMWV (mili-
tary Humvees), Medium
Tactical Vehicle Replacement
(MTVR) trucks and other tacti-
cal vehicles that use excessive
idling as a means of generating
electrical energy. MTVRs are
frequently used to provide peak
(2.5 kilowatts) power for
ground-based systems, such as
radios, laptops, blue-force track-
ers, etc. For the demonstration,
the VIPUR unit will be paired
with a 430-watt portable solar
panel to charge the unit.
To improve fuel and energy
efficiencies, save costs and
logistics, NEST’s VIPUR –
which can be installed in less
than 30 minutes—operates auto-
matically (no operator interven-
tion needed) and independently
of a vehicle’s battery system,
utilizing an auxiliary alternator
and up to four 1.5kWh or
4.1kWh batteries from
International Battery featuring
UN certified large-format
Lithium-Iron Phosphate (LFP)
rechargeable cells. VIPUR com-
ponents are housed in a rein-
forced, heavy-duty aluminum
container that is secured to a
frame and mounted on the tacti-
cal vehicle. All components,
including the VIPUR’s wiring
harness and integrated batteries
are weather, heat and shock
resistant and are designed for
vehicular use. International
Battery’s LFP batteries have
undergone extensive testing in
harsh environments including
live round ammunition tests at
the Naval Surface Warfare
Center (NWSC) Crane and
Carderock divisions, and cur-
rently are undergoing continued
continued on page 27
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Banks in the Inland Empire
Ranked by Total Assets, 2nd Quarter Data 2011
Bank Name Tangible Assets $ % Tangible Capital % Tangible Capital % Risk Based Income $ Top Executive/Title
Address (Headquarters) % Change ( R.O.A.E.) Ratio Capital Ratio Address (I.E.) if different
City, State, Zip City, State, Zip
Phone/Fax
E-Mail Address
Bank of America California 2,264,435,837,000 -15.02% 6.50% 15.65% 6,776,834,000 Brian T. Moynihan/CEO
1. 100 N. Tryon St. -2.11% 11570 4th St.
Charlotte, NC 28255 Rancho Cucamonga, CA 91730
(909) 980-0287
www.bankofamerica.com
JPMorgan Chase & Co. 2,246,764,000,000 12.26% 5.94% 15.68% 10,986,000,000 James Dimon/CEO
2. 270 Park Ave. 8.84% 8108 Milliken Ave,
New York, NY 10017 Rancho Cucamonga, CA 91730
(909) 944-2085 /270-1648
www.jpmorganchase.com
Wells Fargo & Company 1,259,734,000,000 11.61% 8.31% 15.41% 7,707,000,000 John G. Stumpf/CEO
3. 420 Montgomery St. 4.84% 5120 Moreno St.
San Francisco, CA 94104 Montclair, CA 91763-1523
(888) 249-3302/(415)396-6829
john.g.stumpf.@wellsfargo.com
U.S. Bank 310,099,589,000 14.93% 6.91% 13.06% 2,163,131,000 Richard K. Davis/CEO
4. 425 Walnut St. 5.40% 2280 S. Grove Ave.
Cincinnati, OH 45202 Ontario, CA 91761
(909) 947-8586/930-1375
www.usbank.com
Union Bank, N.A. 79,615,114,000 9.66% 9.79% 14.81% 499,347,000 Masashi Oka/CEO
5. 400 California St. -2.87% 3998 Inland Empire Blvd.
San Francisco, CA 94104 Ontario, CA 91764
(909) 944-3343/(415) 765-3507
masaaki.tanaka@unionbank.com
Bank of the West 59,517,025,000 4.25% 11.94% 15.31% 207,652,000 J. Michael Shepherd/CEO
6. 180 Montgomery St. 8.05% 8311 Haven Ave., Ste. 100
San Francisco, CA 94104 Rancho Cucamonga, CA 91730
(909) 941-2223/765-4858
www.bankofthewest.com
City National Bank 22,148,268,000 8.92% 8.46% 15.41% 87,833,000 Russell D. Goldsmith/CEO
7. 555 S. Flower St. 16.52% 3633 Inland Empire Blvd.
Los Angeles, CA 90071 Ontario, CA 91764
(909) 481-2470/481-2472
www.cnb.com
East West Bank 21,861,502,000 10.77% 8.95% 16.63% 119,560,000 Dominic Ng/CEO
8. 135 N. Los Robles Ave. 13.72% 3237 E. Guasti Rd., Ste. 110
Pasadena, CA 91101 Ontario, CA 91764
(626) 768-6000/817-8880
dng@eastwestbank.com
First-Citizens Bank & Trust 20,797,006,000 5.21% 8.99% 16.57% 91,358,000 Frank Brown Holding Jr./CEO
9. 239 Fayetteville St. Mall -3.03% 3595 Inland Empire Blvd., Ste. 2100
Raleigh, NC 27501 (909) 483-2470/919-7769
www.firstcitizens.com
Rabobank, N.A. 11,612,000,000 0.93% 11.11% 15.55% 15,000,000 Ronald Blok
10. 3800 Concours, Ste. 350 22.56% Chief Executive Officer
Ontario, CA 91764 (909) 758-4758
www.rabobankamerica.com
FirstBank 11,102,719,000 18.07% 7.93% 18.20% 80,201,000 John A. Lkard/President & CEO
11. 12345 W. Colfax Ave. 7.00% 39575 Washington St., Ste. 101
Lakewood, CO 80215 Palm Desert, CA 92211
(760) 772-2200/836-3576
www.efirstbank.com
California Bank & Trust 10,780,980,000 10.46% 10.77% 15.03% 70,486,000 David E. Blackford/CEO
12. 11622 El Camino Real -0.24% 2009 W. Foothill Blvd.
San Diego, CA 92130 Upland, CA 91786
(909) 920-6664/595-4504
www.calbanktrust.com
Citizens Business Bank 6,451,812,000 12.15% 11.33% 18.41% 41,892,000 Christopher D. Myers
13. 701 N. Haven Ave. -2.46% Chief Executive Officer
Ontario, CA 91764 (909) 980-1080/481-2135
www.cbbank.com
Pacific Western Bank 5,378,993,000 9.90% 10.21% 15.57% 27,465,000 Matthew P. Wagner/CEO
14. 401 W. A St. -5.59% 2401 South Grove Ave.
San Diego, CA 92101 Ontario, CA 91761
(909) 947-1126/947-9436
www.pacificwesternbank.com
Wilshire State Bank 2,670,605,000 -3.84% 12.92% 18.54% -53,056,000 Jae Whan Yoo/President & CEO
15. 3200 Wilshire Blvd., Ste. 1400 -16.45% 8045 Archibald Ave.
Los Angeles, CA 90010 Rancho Cucamonga, CA 91730
(909) 919-7755/919-7760
www.wilshirebank.com
Community Bank 2,619,196,000 10.49% 9.39% 12.95% 11,655,000 David P. Malone
16. 790 E. Colorado Blvd. 13.26% President & CEO
Pasadena, CA 91101 (626) 568-2265/568-2299
www.cbank.com
Citibank 1,956,626,000 7.55% 7.42% 17.18% 6,340,000,000 Vikram Shankar Pandit/CEO
17. 399 Park Ave. 1.81% 10590 Baseline Rd
New York, NY 10043 Rancho Cucamonga, CA 91730
(800) 274-6660/(909) 948-7618
www.citibank.com
continued on page. 25
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Business and Economic Forum
Wrap-up
“How do we return California to the Golden state it once was,
allowing families and small businesses to flourish?”
This question guided the conversation of last month’s Business
and Economic Forum in Highland. The forum consisted of two pan-
els of top businesses and community leaders in the Inland Empire,
including San Bernardino County Supervisor Josie Gonzales, Mayor
Larry McCallon of the City of Highland, Mayor Walt Stanckiewitz of
the City of Grand Terrace, and the Redlands Chamber of Commerce
Executive Director Kathie Thurston.
Though the various participants offered diverse range of contri-
butions in their presentations, they universally shared a feeling of dis-
gust and disbelief with the current state of California’s economy.
Indeed, even as California barely met its extended budget dead-
line in June, the state continues to spend more money than it takes in,
essentially guaranteeing a state budget crisis on an annual basis.
Meanwhile, the Inland Empire faces an unemployment rate of 13.2%
and the nation’s highest tax and interest rates. “How long are we the
people going to stand for this abysmal performance?” asked Mike
Gallo, president of Kelly Space and Technology, Inc.
Several of the panelists noted the disparity between California
and Texas – the two largest states of the union. While California
struggles, Texas excels. Since the beginning of the recession,
California has seen 1,200,000 jobs lost, while Texas has gained
569,000. As a January 4th Wall Street Journal article noted, Governor
Rick Perry of Texas, familiar with California’s poor economic cli-
mate, has made the raiding of California’s businesses and jobs a key
part of his state’s economic recovery strategy.
Assemblyman Mike Morrell expressed his disbelief at this phe-
nomenon: “How is it that Texas – with flat land, unruly temperatures,
and no income tax – experiences an economic surge, while California
– with its vast resources and perfect climate – is somehow failing?”
In response, the panelists agreed: California’s vast regulations
and costly fees make it increasingly difficult to do business. The state
that once offered such a high quality of life that entrepreneurs turned
the other cheek is now chasing businesses and investors away into the
open arms of neighboring states with much friendlier economic poli-
cies. Ron Nelthorpe argued for a new, more constructive tone among
Californians: “We need to stop demonizing shifting jobs and ask
what we need to do to get them back.”
The panelists believed that the path toward reviving California’s
reviving economy includes expanding the freedom of the private sec-
tor to allow for job growth, cutting burdensome taxes and regula-
tions, and outside-the-box thinking for future savings. “We need to
reinvigorate the private sector and stop this unfair playing field,”
voiced Judy Lopez of Microdyne Plastics, Inc. Another panelist sug-
gested California move forward with more public-private partner-
ships.
Mike Gallo contended that California’s economic prosperity will
have to be coupled with higher standards for state schools. “If the
parents don’t demand vocational training and support good instruc-
tion, it will remain stagnant.” Gallo repeatedly tied education infra-
structure failures to the declining economy.
Supervisor Josie Gonzales noted continued on page 30
COMPUTER
Goodbye Steve, Maybe
By J. Allen Leinberger
Just as I was about to submit an entirely different article for this
month, Steve Jobs announced that he was stepping down from his
CEO position at Apple. This is the computer equivalent of the pope
retiring.
Jobs founded the company with two friends in his folk’s garage
back in the late seventies. He and his friends belonged to a computer
club, which was akin to the CB radio clubs of the time.  
They developed and sold the first 50 Apple 1 devices and the leg-
end began.  They soon came out with the Apple ll, which included TV
interface, eventually in color and also eventually a cassette drive. The
name Apple has several origins depending on your source.
Alphabetically it came before Atari in the phonebook. Or it harkened
back to a summer that Jobs spent on an Oregon apple farm. Or it had
something to do with Isaac Newton and his apple. This last idea
prompted the company’s first logo, which showed Newton under the
apple tree.
Jobs’ war against Microsoft had not yet begun. In the early eight-
ies he took on IBM. Once he had the Apple 3 out he toured Xerox and
found ideas that he incorporated into a computer he called Lisa. Some
say it was his daughter’s name. He said it stood for Locally Integrated
Software. Jobs introduced the Lisa in 1983 for nearly $10,000. At that
price, it didn’t sell well, but it proved his ideas.  Then on Jan. 22,
1984, Jobs ran a commercial produced for him by Ridley Scott
(Bladerunner), which changed everything. It made the new Apple
Macintosh computer look like the heroic underdog, as well as mak-
ing Super Bowl commercials an entertainment entity unto them-
selves.
It also was the declaration of war among computer and program
companies. But from it all came a concept called Mac Evangelism. It
was not unlike a Yankee-Redsox game. In 1985, an internal power
struggle caused Jobs to leave Apple behind. He created the NeXT
computer and founded Pixar, which led to the rebirth of the Disney
animation business. Jobs returned to Apple in 1997 and immediately
made changes. Soon we were saying goodbye to the beige plainness
of desktops as he introduced us to teardrop-shaped devices called
iMac in bondie blue. He entered into a partnership with Bill Gates of
Microsoft who infused about $150 million dollars into the company
and helped to develop cross-platform programing like the now uni-
versal MS WORD.
Following the iMac came the iBook and the Power Mac G4. Then
Jobs dug into his bag of tricks and revived some of the ideas of NeXT
to create the operating system called OS10. Among other things it
married the UNIX program to the stability of the Mac. Following that
Jobs created his own Apple stores to sell his product directly. The one
in Rancho Cucamonga has been so successful that it is about to triple
its space, buying out the stores next to it.
The miracle of the iPod came next as Jobs revolutionized how we
listen to music. He managed to wipe out the vinyl record stores and
make a vast library of recordings available to anybody any time of
the day.
The development of the iPod has grown into what we call the
smartphone today. This was based on a simple marriage of the iPod,
the Palm Pilot and the cell phone. Today, Jobs’ health has gotten to
him. He has been on medical leave on and off for a couple of years
now and he always said if he couldn’t do the job right, he’d step
aside. continued on page 32
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County Contractors Required to
Verify Workers’ Immigration Status 
San Bernardino County
has implemented a policy to
require all contractors that
provide services or products
to the county to use the fed-
eral government’s E-Verify
system to ensure that their
employees are legally
authorized to work in the
United States. 
At the request of County
Supervisor and Board of
Supervisors Vice-Chairman
Brad Mitzelfelt, the county
began using E-Verify for
new hires in May 2010, and
he later requested that the
policy be expanded to con-
tractors who do business
with the county. On Aug. 3,
2011, the purchasing depart-
ment began notifying ven-
dors and contractors of the
E-Verify requirements, and
the program will be fully
implemented Sept. 1, 2011. 
“E-Verify establishes that
those who work on, and ben-
efit from, taxpayer-funded
projects have the legal right
to employment in the United
States,” said Supervisor
Mitzelfelt. “Implementing
E-Verify in this county fol-
lows the lead established by
the federal government and
is the right thing to do to
ensure San Bernardino
County remains supportive
of providing employment
opportunities for legal resi-
dents.” 
E-Verify is an Internet-
based system that allows
businesses to determine the
eligibility of their employees
to work in the United States.
E-Verify is fast, free and
easy to use – and it’s the best
way employers can ensure a
legal workforce. 
In 2009, federal contrac-
tors were required to enroll
in the E-Verify system and
agree to the terms estab-
lished by the United States
Citizenship and Immigration
Services. Eleven states cur-
rently use E-Verify for con-
tractors, while 14 states have
passed legislation for hiring
purposes and an additional
12 states have legislation
pending. 
The E-Verify program
has increased its reliability
and accuracy with program
enhancements such as bio-
metrics and photo tools and
through increased coordina-
tion with the Department of
Motor Vehicles. The Web
interface has been
redesigned and is now easier
for employers to navigate.
An employee hotline has
also been established and a
Department of Justice
Memorandum of
Understanding has been
signed to promote better
information sharing among
agencies. 
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Schuiling Named Interim SANBAG Executive Director
At their August 3rd board
meeting,  the San Bernardino
Associated Governments (SAN-
BAG) board of directors
appointed Ty Schuiling as inter-
im executive director.  The
administrative committee of the
board will select an executive
search firm to conduct recruit-
ment for a new executive direc-
tor to replace Deborah Barmack,
who retired on August 9th after
working 20 years at SANBAG,
the last four of which as execu-
tive director.
Schuiling joined SANBAG
in 1990 as director of compre-
hensive planning, following
passage of Measure I, the half-
cent transportation sales tax.  He
was named director of planning
and programming in 1997.  He
has been responsible for region-
al and countywide transporta-
tion and air quality planning,
policy analysis, program devel-
opment, congestion manage-
ment, fund allocation, and
agency representation on vari-
ous federal, state, and regional
forums.  He was a key staff per-
son involved with renewal of
Measure I for 2010-2040.  
“The board selected Ty
Schuiling because of his broad
experience in transportation and
his long tenure with SANBAG,”
stated SANBAG President
Larry McCallon.  “It was in the
best interest of the agency to
choose an interim executive
director who is familiar with the
agency, its processes and
responsibilities, and who knows
the individual players, both
internally and regionally.  The
board envisions a replacement
will be hired by the end of the
year.”
Schuiling is a native of San
Bernardino, a graduate of the
University of California at
Riverside, and holds advanced
degrees in geology/geochem-
istry and regional planning from
the University of Arizona and
the University of Colorado.
Prior to joining SANBAG,
Schuiling was a project manager
with URS Consultants and was
responsible for preparing the
transportation component of the
Environmental Impact Report
for the closure and reuse of
Norton Air Force Base.  He also
prepared the Solid Waste
Management Plan for San
Bernardino County at that time.
Earlier in his career, he was a
consulting geologist based in
Colorado and a project geologist
in the exploration of the
Anaconda Minerals Company, a
subsidiary of Atlantic Richfield.
Ty Schuiling lives in
Redlands with his wife Liz and
has two daughters.
Ty Schuiling
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San Bernardino-Riverside
Unemployment at 14.7% for July
Senator Republican Leader
Bob Dutton (R-Rancho
Cucamonga), who represents
portions of San Bernardino and
Riverside Counties in the
California State Senate, called
on his colleagues to do more in
relieving the regulatory bur-
dens that are restraining pri-
vate-sector job creation after
the release of July’s employ-
ment figures.
Figures released by the
state’s Employment
Development Department
(EDD) showed that more than
2.2 million Californians remain
unemployed. The overall
unemployment rate for the
state increased to 12 percent,
the second highest in the
nation. Nationally, the unem-
ployment rate dropped slightly
to 9.1 percent in July.
The unemployment picture
in San Bernardino and
Riverside Counties is substan-
tially worse as the two-county
area struggles with a jobless
rate of 14.7 percent. In
Riverside County, the unem-
ployment rate stands at 15.1
percent for July, while the rate
in San Bernardino County is
only slightly better at 14.3 per-
cent. There are more than
256,000 residents of the two-
county area who are currently
out of work.
“Those figures are sicken-
ing,” a disgusted Senator
Dutton said when reviewing
the numbers. “If California’s
unemployment rate was just
the national average of 9.1 per-
cent, more than 600,000 people
in California would have a job.
These figures are just more
proof that we are not doing all
we can to help create a positive
job climate in this state.”
As the Senate and
Assembly consider hundreds of
pieces of legislation over the
next few weeks, Senator
Dutton urged members to
reject any measures that will
further harm the economy.
“If we are serious about
trying to do what we can to lift
the burdens that are hurting
business of all sizes in this
state, we can start by looking at
the bills that are passing the
Democrat-controlled Senate
and Assembly,” Senator Dutton
said. “California has the sec-
ond highest unemployment rate
in the country, in large part,
because of government red
tape that hurts a business’s
ability to grow and expand. 
“Sadly, despite California’s
high unemployment rate, there
are still far too many bills that
pass through this Legislature
that puts a stranglehold on pri-
vate-sector job growth and
adds to this state’s stagnant job
growth,” Senator Dutton con-
tinued. “I will continue to fight
for real regulatory reform that
will help make California a
more business-friendly place to
create and retain jobs.”
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EXECUTIVE NOTES
SANBAG President McCallon Takes Office
City of Highland Mayor Larry McCallon was elected  pres-
ident of San Bernardino Associated Governments (SANBAG)
board of directors for the coming year.  He officially took
office as president in July, after having served the past six
months as the agency’s vice president.   He replaced outgoing
President Brad Mitzelfelt.  Elected as SANBAG’s  new vice
president was San Bernardino County Supervisor Janice
Rutherford.
McCallon has represented the City of Highland on the
SANBAG board since 2004. SANBAG is the transportation
planning authority for San Bernardino County and is the
Council of Governments—comprised of representatives from
24 member cities in the county and five members of the County
Board of Supervisors.
McCallon is currently a member of SANBAG’s administra-
tion, plans and programs, major projects, and commuter rail
and transit committees.  He is the SANBAG representative on
the California Association of Councils of Government
(CALCOG) board of directors, and alternate representative on
the Southern California Regional Rail Authority (Metrolink).
He is a city member on San Bernardino County’s Local Agency
Formation Commission (LAFCO).
Serving as the immediate past president of the Southern
California Association of Governments (SCAG), McCallon
represents the City of Highland and the City of San Bernardino
on its Regional Council.   He is continued on page 31
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Banks in the Inland Empire
Ranked by Total Assets, 2nd Quarter Data 2011continued from page. 19
Bank Name Tangible Assets $ % Tangible Capital % Tangible Capital % Risk Based Income $ Top Executive/Title
Address (Headquarters) % Change ( R.O.A.E.) Ratio Capital Ratio Address (I.E.) if different
City, State, Zip City, State, Zip
Phone/Fax
E-Mail Address
Manufacturers Bank 1,924,131,000 1.61% 14.22% 20.81% 2,155,000 Mitsugu Serizawa
18. 515 S. Figueroa St. -6.94% Chairman & CEO
Los Angeles, CA 90071 (213) 489-6200/489-6767
cconte@manubank.com
Pacific Mercantile Bank 986,613,000 7.92% 8.32% 11.59% 3,488,000 Raymond E. Dellerba
19. 3257 East Guasti Rd., Ste. 110 -3.61% Chief Executive Officer
Ontario, CA 91764 (909) 937-7260/390-6404
www.pmbank.com
Bank of Hemet 452,224,000 23.80% 11.62% 15.34% 5,794,000 Kevin R. Farrenkopf
20. 3715 Sunnyside Dr. 7.86% Chief Executive Officer
Riverside, CA 92506 (951) 248-2000/784-5791
kfarrenkopf@bankofhemet.com
American Security Bank 410,975,000 7.35% 9.95% 13.44% 1,963,000 Tom L. Dobyns/CEO
21. 1401 Dove St. -8.86% 2163 Compton Ave.
Newport Beach, CA 92660 Corona, CA 92881
(951) 739-7171/(949) 263-1290
www.amsecbank.com
Security Bank of California 359,362,000 5.26% 13.48% 16.52% 1,230,000 James A. Robinson
22. 3403 Tenth St., Ste. 100 2.21% Chief Executive Officer
Riverside, CA 92501 (951) 368-2265/368-2271
ccanale@securitybankca.com
Community Commerce Bank 340,016,000 13.17% 11.55% 13.68% 1,670,000 William M. Lasher
23. 390 W. Foothill Blvd. -10.74% Chief Executive Officer
Claremont, CA 91711 (909) 625-7891/265-0342
www.ccombank.com
CommerceWest Bank, N.A. 314,055,000 3.10% 12.89% 22.27% 725,000 Ivo A. Tjan
24. 2111 Business Center Dr. 17.90% Chairman, President & CEO
Irvine, CA 92612 (949) 251-6959/251-6958
www.cwbk.com
Inland Community Bank, N.A. 254,817,000 3.20% 10.95% 17.22% 353,000 James S. Cooper
25. 3999 E. Inland Empire Blvd. 3.58% Chief Executive Officer
Ontario, CA 91764 (909) 481-8706/481-9928
jcooper@icbbank.com
Commerce National Bank 252,076,000 1.39% 11.07% 19.21% 333,000 Mark E. Simmons/President & CEO
26. 4040 MacArthur Blvd., Ste.100 -65.97% 279 E. Orangethorpe Ave.
Newport Beach, CA 92660 Fullerton, CA 92832
(714) 451-8650/578-6727
msimmons@commercenatbank.com
Canyon National Bank 210,859,000 -197.73% 1.49% 3.09% 10,008,000 Mark A. Gustasson
27. 1711 E. Palm Canyon Dr. -17.80% Chief Executive Officer
Palm Springs, CA 92264 (760) 325-4442/325-1138
www.canyonnational.com
First National Bank of California 173,521,000 .69% 11.46% 15.55% 79,000 John R. Clayton
28. 3727 Arlington Ave. -1.68% President & CEO
Riverside, CA 92506 (951) 788-2265/788-9683
www.fnbnorcal.com
Desert Commercial Bank 147,548,000 -12.78% 10.55% 14.41% 877,000 Tony J. Swartz
29. 44-801 Village Ct. -14.48% Chief Executive Officer
Palm Desert, CA 92260 (760) 340-7595/340-7599
www.desertbanking.com
Mission Oaks National Bank 146,758,000 -10.98% 9.75% 13.96% 1,397,000 Gary W. Votapka
30. 41530 Enterprise Circle S. -21.77% President & CEO
Temecula, CA 92590 (951) 719-1200/719-1201
gvotapka@missionoaksbank.com
Premier Service Bank 146,668,000 -21.10% 7.95% 10.92% 1,225,000 Karry L. Pendergast
31. 3637 Arlington Ave. -19.68% Chief Executive Officer
Riverside, CA 92506 (951) 274-2400/274-2410
kpendergast@premierservicebank.com
Palm Desert National Bank 144,119,000 101.32% 4.32% 7.64% 262,000 Richard D. Schneider
32. 73-745 El Paso na% Chief Executive Officer
Palm Desert, CA 92260 (760) 340-1145/340-1387
kmcguire@pdnb.com
First Mountain Bank 140,953,000 3.88% 10.74% 13.29% 215,000 John G. Briner
33. 40865 Big Bear Blvd. -8.82% Chief Executive Officer
Big Bear Lake, CA 92315 (909) 866-5861/866-9247
www.firstmountainbank.com
Golden State Bank 112,663,000 -66.18% 7.18% 10.39% 2,810,000 Tom Byington
34. 1080 W. Foothill Blvd. -9.20% Chief Executive Officer
Upland, CA 91786 (909) 981-8000/579-6369
www.goldenstatebusinessbank.com.com
Chino Commercial Bank, N.A. 104,490,000 0.35% 9.75% 15.28% 267,000 Dann H. Bowman
35. 1551 S. Grove Ave. -35.60% Chief Executive Officer
Ontario, CA 91761 (909) 230-7600/230-5595
dannhbowman@chinocommercialbank.com
Commerce Bank of Temecula Valley 46,959,000 -3.88% 19.90% 27.28% 212,000 Donald W. Murray
36. 25220 Hancock Ave. -6.96% President & CEO
Murrieta, CA 92562 (951) 973-7400/973-7401
bdemmin@commercebanktv.com
BBVA Bancorner USA na na na na 4,145,000 Eugene H. Wood
37. 815 W. Holt Blvd. na President & CEO
San Bernardino, CA 91762 (909) 460-0129/460-0679
www.bbvabancomerusa.com
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched
by Michael R. Natzic with Crowell, Weedon & Co. / SNL Securities. Copyright 2011 by IEBJ.
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SALES
The 7 Deadly Sins of Sales Management
By John Treace
I have been part of many
business turnarounds in my
career, and in all situations I
have noted the errors consis-
tently made by sales manage-
ment, all of which negatively
impact team morale and sales.
Here are seven of the deadly
sins of sales management.
1. Conflicts with
Marketing
We have all heard of the tra-
ditional conflict between sales
and marketing. The sales team
says the product is priced too
high or not what the customer
wants, or that the marketing
programs are ineffective.
Marketing may say the sales
force is not well trained, too
small, ineffective, or a myriad
of other complaints. Sometimes
these are valid complaints, and
good management will identify
and address them. But if they
aren’t valid, or if they are mere-
ly excuses for poor perform-
ance, it is imperative that man-
agement recognize this situa-
tion. There is nothing worse
than having the sales and mar-
keting departments at each
other’s throats. This is a formu-
la for business failure, and
powerful management will
work to create collaboration
and understanding between the
two groups.
I was once employed to
effect a business turnaround in
an organization that had con-
flicted sales and marketing
departments. Since the overall
corporate sales results were
lacking, both groups blamed
the other for the failure. Prior
management was unable to fix
the situation, and the blame
game expanded to serious inter-
departmental conflict. To over-
come this situation, we
employed a consultant skilled
in strategic planning processes
and team-building. We con-
ducted a two-day offsite meet-
ing designed to bring the sales
and marketing groups together
and show them they must func-
tion as a team for success. As a
result, the relationship evolved
so that if marketing was late
introducing a new product,
sales management would pick
up the slack with promotions
on existing products.
Conversely, if sales anticipated
a tough quarter, marketing
would work to release a new
product ahead of schedule.
Teamwork between sales and
marketing isn’t a “sometimes”
thing; it is critical to the success
of a high-velocity organization.
2. Poor People
Management
Powerful investment groups
don’t invest in companies; they
invest in people. People are the
most important ingredient in
any organization. At the heart
of high-performance organiza-
tions is management that
obtains the willing cooperation
of others to achieve its goals.
To gain the willing cooperation
of others, employees must see
that management genuinely
cares about them, that they can
trust management’s word, and
that management focuses on
distinction in all aspect of the
business.
I once worked for a compa-
ny whose upper management
failed in all those respects. At
this company, management
continually changed policies, to
the point that the sales team no
longer trusted its leadership.
Sales reps came late to meet-
ings and were unprepared. In
short, the message management
sent to the sales force was that
they didn’t care, were not to be
trusted, and were not commit-
ted to building a powerful busi-
ness. This company had a con-
tinual revolving door of sales-
people, and it eventually failed.
Another common mistake is
not acting on low performers
fast enough. In every failed
business I have worked with, I
have found a number of sales-
people who should have been
moved to another position. You
do no favors by keeping a fail-
ing employee around, unless
you are confident a correction
can be effected. One word of
caution, though: most failing
businesses do not have metrics
that effectively judge individ-
ual sales performance, so care
should be taken when identify-
ing low and high performers.
Another error—the reverse of
too few terminations—is
aggressive termination. To
avoid both extremes, remember
that it isn’t who you fire that
counts but who you hire. The
proper hire will not need to be
terminated. Always look for a
track record of success in can-
didates. Hiring the proper peo-
ple and creating a culture of
mutual trust is a vital compo-
nent of good people manage-
ment.
3. Not Holding People
Accountable
Holding people accountable
for their performance is a cor-
nerstone of powerful organiza-
tions, but you would be sur-
prised at the number of compa-
nies that don’t consistently do
this. This is especially true dur-
ing trying times, when manage-
ment is inclined to lighten up
on performance standards.
During a downturn, it is better
to reduce quota requirements
than look the other way on non-
performance. When we don’t
consistently hold people
accountable for their perform-
ance shortfalls, it sends a mes-
sage that management is weak
and not confident in the goals it
sets. This will erode morale as
well as confidence in manage-
ment.
4. Poor Award Programs
Award programs need to be
seen as achievable and fair.
Reps need to see that the play-
ing field is level and that every-
one has a shot at winning
recognition. It is amazing how
many companies have award
programs that are slanted in
favor of a few preferred indi-
viduals. This sends a morale-
damaging message to all reps,
including the favored ones: that
some are valued over others.
5. Changes to the Sales
Process
The sales process includes
all the steps and procedures a
company puts in place on its
way to having the product
delivered and invoiced. When
the sales process is changed or
modified, expect the sales force
to need time to adjust. For
example, the sales team might
be required to fill out new
reports or obtain price quotes
from the corporate office, even
if they previously had the free-
dom to do this themselves.
During a period of adjustment
to a new process, expect sales
to be impacted. When the sales
process is changed, all of man-
agement should expect sales as
well as sales forecasting to be
affected and in a direct propor-
tion to the degree and type of
change, at least for the short
term.
Additionally, sales reps
generally dislike change. They
don’t want to spend time learn-
ing a new process; they realize
that learning the new system
will detract from their current
efforts. If they see the change
as inhibiting their sales, this
will impact morale—especially
if the change is a non-sales
requirement. If you are faced
with needing to modify the sale
process, quantify the amount of
time the average rep will need
to spend on the new non-sales
activity, calibrate this lost sell-
ing time to lost sales, and
advise senior management on
continued on page 33
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city of the Enlightenment, known
as the Madrid of the Bourbons.
King Carlos III, known as “the
Construction King of the Enlightenment,” commissioned a neo-
classical Natural Science Museum, which later became the famous
Prado Museum and just across the way the Botanical Gardens.
Carlos III was affectionately known as the “King-Mayor” and left a
legacy of beautiful fountains and monuments that will live forever.
INVASION AND INDEPENDENCE
Napoleon invaded Madrid in 1808 and the routing and execu-
tions of the resisters on May 2, 1808 were hauntingly immortalized
by Goya in his famous painting that can be seen in the Prado. A
memorial obelisk with an eternal flame honors those that died on
that fateful second of May (el dos de mayo).  France’s victory was
short lived—in 1813 the French were defeated in the Spanish War
of Independence and the throne returned to a Bourbon King
Fernando VII and Madrid and Spain flourished.
THE PRADO—THE FINEST
The Prado is considered one of the world’s finest art museums.
It holds over 4,000 universal masterpieces including El Greco,
Goya, Botticelli, Correggio, Caravaggio, Titian and Rubens and on
and on and on. It would take at least a few weeks to enjoy a small
portion of this vast collection. Select a few galleries and savor what
the art loving kings of bygone days accumulated for us to enjoy
today. Well-trained licensed guides are available. 
DEMOCRACY
The early part of the 20th century was a rocky time for Spain
and the 40 years of Franco’s dictatorship stifled freedom and with
that creativity and growth. Franco's death in 1975 was like a cue to
blast forth and develop and enjoy a democratic form of government.
This release formed a city that has become the most advanced in
fashions, the arts and hi-tech communications. Madrid has never
looked back. This is a vital, pulsating, creative city that exudes a
special type of joie de vie that is found anywhere else. Sports, out-
door attractions,  entertainment and the arts are in abundance.
SHOPPING
Shopping is of the highest quality and expensive, (you get what
you pay for). El Rastro is Madrid’s outdoor flea market and is inter-
esting and spread out. Wear comfortable walking shoes.
OUT AND ABOUT
Trains have super, dependable reliable records. Excellent bus,
taxi and subway service is available. Reliable, major car rentals are
an alternative.
WHERE TO STAY
There are over 60,000 places  plus to stay in Madrid. Prices
range from very expensive to very reasonable.  Check with your
travel agent for the price ranges, categories that will fit your needs.
Reservations are highly recommended.
GETTING THERE
Iberia Airline, UAL, AAL, Air France has daily flights from Los
Angeles.
Camille Bounds is the travel editor for Sunrise Publications and
The Inland Empire Business Journal.
Madrid...
continued from pg. 43
TR level 5 and 6 testing at KEMA.
Tom Lederle, NEST Energy’s
vice president of product develop-
ment and VIPUR’s primary architect, is enthusiastic about the
USMC’s commitment to the ExFOB program. “Over the years a lot
of lip service has been given to incorporating sustainable, hybridized
systems as a means of reducing fuel consumption in theater, but the
Marine Corps has actually done much of the heavy lifting. NEST
Energy and its partners are exceptionally proud to be a part of a team
and a program that’s finding practical solutions – like VIPUR – that
will help save lives and create green jobs in these very troubled
times.”
“We’re pleased to join NEST Energy Services to demonstrate this
innovative solution in providing a more efficient method of generat-
ing electrical power in the field,” said International Battery’s vice
president of government relations, Rex Luzader. “By reducing fuel
consumption, threats posed by vulnerable supply lines are reduced
and sustainability measures are greatly increased in the field.
International Battery modules feature quick charge times, small foot-
print and light weight, making our LFP systems the best solution for
harsh environments.”
Pennsylvania-based International Battery is a leading manufac-
turer of large-format prismatic cells and energy storage systems that
incorporates the company’s Battery Management System (BMS) that
performs monitoring and balancing at the individual cell level.
International Battery’s energy storage systems offer superior high
temperature performance, over 90 percent efficiency and more than
4000 cycles at 100 percent depth of discharge. This less complex sys-
tem with an efficient electrical bus
NEST...
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the competitive lease rates avail-
able in the Inland Empire market-
place,” Anthony said. “We continue
to see improving fundamentals in the 150k square feet and larger
segment of the industrial warehouse category in the IE.” 
Anthony also represented the seller in the recent closing of a
235k square foot property at 1400 Victoria Avenue in San
Bernardino for $5.7 million. The office also closed on the $8.5 mil-
lion sale of 190k square foot property at 13780 Central Avenue in
Chino. 
Fontana Warehouse Facility Fetches $25 Million
A 410k square foot, Class A industrial warehouse in Fontana
recently traded hands in a transaction valued at around $25 million
($61/sf). The property is located at 10721 Jasmine Street in the West
Inland Empire submarket. 
Anna’s Linens, headquartered in Costa Mesa, signed a long-term
lease for the entire building, which will serve as the national retail-
er’s new, centralized distribution center for the Western United
States. The facility also includes 20k square feet of office space. 
The building was owned by BlackRidge Real Estate Group, who
was represented in the transaction by Tom Taylor and Steve Bellitti
of Colliers. Jeff Cannon, corporate managing director, and Paul
Jones, associate, of Studley’s Southern California Industrial
Services Group repped the buyer, 10721 Jasmine LLC, in the trans-
action. 
“This was an opportunity to buy a building at below replacement
costs and secure a long-term lease for the tenant at very favorable
rents,” said Cannon. “The Inland Empire submarket is on the cusp
of a monumental shift due to increased demand, and we anticipate
significant rental rate increases over the next 12 – 24 months. In fact,
rental rates are already on the march upwards.” 
Major Renovation Nearing Completion at Ontario
Industrial Facility
CapRock Partners is wrapping up renovation work on 500 S.
Rockefeller Avenue, a 57k-square-foot industrial facility in Ontario.
The building will be ready for occupancy this month. 
CapRock acquired the property in March from the previous
occupant, an electronics importing company that had downsized.
CapRock, based in Irvine, has been actively buying industrial prop-
erties and non-performing notes throughout California and this
acquisition marks the firm’s third investment in the Inland Empire. 
Tal Siglar, who was with Daum Commercial at the time of the
acquisition, represented the seller in the transaction. CapRock repre-
sented itself in the purchase and has retained Siglar, who has since
joined Colliers International’s Ontario office, to market the property
for lease or for sale. Rich Saeger at California Republic Bank pro-
vided acquisition financing. 
500 S. Rockefeller was constructed in 1989 on 3.18 acres. The
divisible building is of concrete tilt-up construction, with 24-foot
clear height, six dock-high doors, two ground-level doors and 2k
square feet of office space. Upon closing, CapRock commenced a
complete cosmetic overhaul of the property, directed by Ontario-
based Fullmer Construction, which included new offices, paint,
landscaping, and new slurry in order to return the property to “like
new” condition. 
The property is located on the northwest corner of South
Rockefeller Avenue and East Brickell Street, a high-image intersec-
tion within the California Commerce Center. It is close to Interstates
10 and 15 and is less than a mile east of the Ontario International
Airport. 
Real Estate...
continued from pg. 17
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Inland Empire’s Largest Hotels
Ranked by Number of Roomscontinued from page. 10
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright
2011 by IEBJ.
B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies, L=Lounge,N=Non-
Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
Hotel # of Rooms Total Meeting Max. Sq. Ft. Rate Range Amenities Top Local Executive
Address # of Suites Sq. Ft. Exhibit Area * May be Title
City, State, Zip Largest Group Seasonal Phone & Fax
E-Mail Address
Spa Resort Casino 230 6,500 1,800 $69-199 CR,F,FP,GS,H, Brian Hansberry
19. 100 N. Indian Canyon Dr. 20 200 N,P,X,I,R,RS General Manager
Palm Springs, CA 92262 (760) 883-1000/325-3344
www.sparesortcasino.com
Miramonte Resort 215 10,400 N/A $99-349 B,FP,N,C,G,P,GS,R, Stan Kantowski
20. 45-000 Indian Wells Ln. 66 350 H,T,CR,I,F,L General Manager
Indian Wells, CA 92210 (760) 341-2200/568-0541
reservations@miramonteresort.com
Residence Inn by Marriott 200 N/A N/A $99-139 F,FP,N,P,CB, Ron Carter
21. 2025 Convention Center Way 200 CR,I,H,CH,X General Manager
Ontario, CA 91764 S,SD,ST,T (909) 937-2464/937-2462
ontariogm@inkeepershospitality.com
DoubleTree Hotel Claremont 190 13,500 13,500 $119-199 B,GS,P,F,FP,N,D, Andrew Behnke
22. 555 W. Foothill Blvd. 4 400 CR,I,R,L,H,W,X General Manager
Claremont, CA 91711 (909) 626-2411/624-0756
abehnke@doubletreeclaremont.com
Holiday Inn Ontario Airport 180 3,900 na $99-189 B,FP,R,RS Tom Vanwinkle
23. 2155 E. Convention Center Way 7 200 General Manager
Ontario, CA 91764 (909) 212-8000/418-6703
www.holidayinn.com
Lake Arrowhead Resort & Spa 173 11,000 5,000 $159-350 CR,F,FP,GS,H,I,L,N, Chris Cline
24. 27984 Highway 189 11 400 P,R,T,W,OC,SD,ST General Manager
Lake Arrowhead, CA 92352 (909) 336-1511/336-1378
www.laresort.com
Ayres Hotel & Suites 167 10,000 4,000 $109-179 F,I,P,CH,FP,N,X, Amy Delgadillo
25. 1945 E. Holt Blvd. 167 400 R,H,CR General Manager
Ontario, CA 91761 (909) 390-7778/390-1498
www.ayreshotels.com
Hotel Zoso 165 22,500 22,000 $199-269 B,C,CR,F,GS,H,I,W, Rich Dumas
26. 150 S. Indian Canyon Dr. 5 250 G,L,N,P,R,T,X General Manager
Palm Springs, CA 92262 (760) 969-6610/969-6600
www.hotelzoso.com
Sheraton Ontario Airport Hotel 164 3,000 3,000 $99-239 B,C,CB,FP,N,P,CR,I,R, Alfonso Tores
27. 429 N. Vineyard Ave. 2 60 F,L,H,CH,W,X General Manager
Ontario, CA 91764 (909) 937-8000/937-8028
atores@sheratonont.com
Courtyard by Marriott 163 1,300 na $89-125 B,F,FP,GS,H,I,L,N,P,R,RS,SD,ST,W Melony Gilson
28. 1510 University Ave. 100 General Manager
Riverside, CA 92507 (951) 276-1200/787-6783
mgilson@marriott.com
Shilo Hilltop Suites & Hotel 161 11,200 $102-258 B,C,CB,CR,F,FP,H,I,L,N, Justine Haighte
29. 3101 Temple Ave. 130 600 6,000 P,R,RS,S,SA,SD,SR,W,X General Manager
Pomona, CA 91768 (909) 598-7666/598-5654
justine.haigte@shiloinns.com
Indian Wells Resort Hotel 155 7,000 4,800 $89-299 C,GS,T,R,FP,GC,B,CB,G, Brad Weimer
30. 76-661 Highway 111 29 380 CB,F,CH,CR,N,P,I,R,L,H,X General Manager
Indian Wells, CA 92210 (760) 345-6466/772-5083
www.indianwellsresort.com
Northwoods Resort 148 9,000 4,000 $109-599 B,C,CR,F,FP, Sam Baca
31. 40650 Village Dr. 9 400 GS,H,I,L,N,P,R General Manager
Big Bear Lake, CA 92315 (909) 866-3121/866-1451
s.baca@northwoodsresort.com
La Quinta Inn & Suites Ontario Airport 144 675 675 $79-149 FP,N,P,CB,H, Alex Oh
32. 3555 Inland Empire Blvd. 8 40 W,C,CR,I,F,X General Manager
Ontario, CA 91764 (909) 476-1112/476-1121
a.oh@laquinta.com
Ayres Suites Ontario at the Mills Mall 140 2,222 1,190 $125-375 FP,N,P,CB,H, Carlos Mendoza
33. 4370 Mills Circle 8 80 CR,F,X General Manager
Ontario, CA 91764 (909) 481-0703/484-2601
cmendoza@ayreshotels.com
Aloft Ontario 136 504 N/A $99-299 B,CB,CR,F,FP,GS,H,I,L, Christina Slim
34. 10480 Fourth St. 35 N,OC,P,SD,W,X General Manager
Rancho Cucamonga, CA 91730 (909) 484-1685/484-6491
christina.slim@aloftontario-rc.com
Hyatt Place 127 850 N/A $119-249 B,FP,N,P,CB,CH, Dianne Floryan
35. 4760 E. Mills Circle 57 H,CR,I,W,F,X General Manager
Ontario, CA 91764 (909) 980-2200/758-5212
www.hyattplace.com
Fairfield Inn By Marriott 116 N/A N/A $79-99 B,CB,CR,F,,P,SD,ST Denise Guard
36. 3201 E. Centre Lake Drive 0 General Manager
Ontario, CA 91761 (909) 390-9855/390-9835
ffi.ontfi.gm@marriott.com
continued on page. 32
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that “human beings with a backbone
are an endangered species.” To
rebound from challenging times,
Supervisor Gonzales argued for difficult but necessary reform to
encourage business development and “stop the bleeding.”
“We don’t want to knock the state… we just want to do business
here. We love California,” said Judy Lopez.
Highland...
continued from pg. 20
which allow a restructuring of
Medicare reimbursement from “fee-
for-service” to “bundled payments.”
• A national voluntary insurance program be established for
purchasing community living assistance services and support. This
program requires that the beneficiary of the program pay a monthly
premium.
• Additional support for medical research and the National
Institutes of Health.
• Some health care insurance benefits will be essential cover-
age for which there will be no co-pays.
• Policies issued before the law came into effect are mostly not
affected by the new rules.
Given the changing of political positions by the political parties
and the complexity of the bill which was passed, consumers can be
forgiven if they are uncertain about their own view of this debate.
Specific categories of persons affected by the bill are:
Senior Citizens:
One major issue which the Act seeks to address is the cost of in-
home health services for the elderly. This issue is dealt within the
healthcare revisions under the Community Living Assistance
Services and Supports Act, or CLASS—a voluntary, consumer-
financed insurance plan to cover long-term care expenses.
In my experience, most seniors would like to remain in their
homes rather than having to be placed in a nursing home. According
to a Metlife Market Survey, in 2009 the average cost for a semi-pri-
vate room in a nursing home was $198 per day, and for a private
room, $238.00. That’s $5,940 to $6,570 per month without consider-
ing medications and miscellaneous expenses. Few families can
shoulder that expense for too long before going broke. According to
a Metlife Market Survey, the average hourly rate for a home health
worker in 2009 was $19.00/hour or approximately $3,000 per month
for a 40 hour week.
The Medicare “Donut Hole”
Those on Medicare have found that there is usually a gap between
what Medicare covers and the amount you pay for your prescriptions.
This gap is known as the “donut hole” and the new health care
reform attempts to compensate for the donut hole with a tax free $250
rebate from Medicare to help pay for prescriptions.
After 2011, if you still have a donut hole issue, you will receive
prescriptions at a 50% discount.
Women:
Under the Affordable Care Act, women’s preventive health care
would include among the new services which are provided: mammo-
grams, screenings for cervical cancer and prenatal care with no cost
sharing for new health plans.
Tax Provisions
Among the many tax provisions in the Patient Protection and
Affordable Care Act are the following:
Premium Assistance Credit
The act provides for refundable tax credits that eligible taxpayers
can use to help cover the cost of health insurance premiums for indi-
viduals and families who purchase health insurance through a state
health benefit.
The premium assistance credit will be available for years ending
after Dec. 31, 2013.
Small Business Owners
The act provides tax credits for small businesses and individuals
designed to increase levels of health insurance coverage. Small busi-
nesses with 25 or fewer employees and average annual wages for the
employee of less than $40,000 would be eligible for a credit of up to
50% of non-elective contributions the business makes on behalf of
their employees for insurance. Employers with 10 or fewer employ-
ees and average wages of less than $20,000 would get 100% of the
credit.
This tax credit is available for years beginning after Dec. 31,
2009.
Excise Tax on Uninsured Individuals
The act requires U.S. citizens and legal residents to maintain min-
imum amounts of health insurance coverage. Minimum essential
coverage includes various government-sponsored programs, eligible
employer-sponsored plans, plans in the individual market, grandfa-
thered group health plans as well as other forms of coverage.
Medical Care Itemized Deduction Threshold
The threshold for the itemized deduction for unreimbursed med-
ical expenses is increased from
Should you...
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HEALTHCARE
New Affordable Care Act
Policy Helps Consumers Better Understand and
Compare Benefits and Coverage
The Departments of Health and Human Services (HHS), Labor,
and the Treasury proposed new rules under the Affordable Care Act
that will enable consumers to easily understand their health coverage
and determine the best health insurance options for themselves and
their families. Likewise, these proposed rules will assist employers in
finding the best coverage for their business and their employees.
Under the proposed rules announced, health insurers and group
health plans will provide consumers with clear, consistent and com-
parable information about their health plan benefits and coverage.
The new forms, scheduled to be available in 2012, will be a critical
resource for more than 180 million health insurance consumers with
private health insurance coverage.
“Today, many consumers don’t have easy access to information
in plain English to help them understand the differences in the cover-
age and benefits provided by different health plans,” said HHS
Secretary Kathleen Sebelius. “Thanks to the Affordable Care Act,
that will change.”
“Workers and their families need clear and understandable infor-
mation regarding their health coverage,” said Secretary of Labor
Hilda L. Solis. “This proposal is a common-sense step that will help
workers quickly and easily compare different coverage options, in
order to make more informed decisions.”
The rules proposed will enable consumers both to more easily
understand the coverage they already have and, when purchasing
new coverage, to make apples-to-apples comparisons of available
options. Specifically, the proposed regulations would ensure con-
sumers have access to two forms that will help them understand and
evaluate their health insurance choices, including:
• An easy to understand Summary of Benefits and Coverage;
and
• A uniform glossary of terms commonly used in health insur-
ance coverage, such as “deductible” and “co-pay.”
All health plans and issuers will provide a Summary of Benefits
and Coverage, along with a uniform glossary of terms, to shoppers
and enrollees upon request and before they buy coverage. Often,
health plans and issuers only provide selective details on the plan or
policy before it’s purchased, giving consumers a limited understand-
ing of what they are buying. The proposed rules give consumers
straightforward, standardized information on their choices upfront,
helping them understand the key features of the policy or plan and
allowing them to make a more informed decision. The summary will
use a uniform glossary to replace the jargon that makes it impossible
to compare plans or figure out what is covered. Health plans and
issuers must also provide notice at least 60 days before any signifi-
cant modification is made in the plan or coverage during the plan or
policy year.
This Summary of Benefits and Coverage will include a new, stan-
dardized health plan or policy comparison tool for consumers known
as “Coverage Examples,” much like the Nutrition Facts label
required for packaged foods. The Coverage Examples would illus-
trate what proportion of care expenses a health insurance policy or
plan would cover for three common benefits scenarios—having a
baby, treating breast cancer, and managing diabetes. Additional sce-
narios may be added in the future. The examples will help consumers
understand and compare their share continued on page 34
Social Networking Event
The Hour Glass Art and Wine Gallery
8200 Haven Ave. Ste. 103
Rancho Cucamonga, California
The second and fourth Friday of every month from 6pm- 8:30am
Business Networking Luncheon
Don Marcos
10276 Foothill Boulevard
Rancho Cucamonga, CA
The first and third Thursday of every month from 11am- 1pm
Company Highlight
BabyBump Studios
10737 Laurel St Suite 135
Rancho Cucamonga, CA 91730
(800) 719-2745
Looking For The Perfect 3D 4D Ultrasound?
We specialize on 3D 4D Ultrasound prenatal imaging with over 20 year expe-
rience, our highly trained technologist are American Registry Diagnostic Medical
Sonography certified or Applicant. We are all about providing the ultimate 3D 4D
ultrasound experiences for you and
your family and friends. We have the
latest technology to share the mira-
cle of life with your love ones. This
time shared will only enhance and
grow the bond between you and your
baby. The birth of your baby only happens once, let us be your choice because the
birth of your child is a once in a life time experience. We pride ourselves for our
unsurpassed customer service and 3d 4d ultrasound expertise.
At 3d Ultrasound Experts we will ensure not just quality of our service but also
our unmatchable prices. We will honor any competitor prices with proof of adver-
tisement within California.
RENLocal Office
10737 Laurel St. Suite 135, Rancho Cucamonga, CA 91730
909-264-1448
past president of the League of
California Cities Inland Empire
Division and is the president of
the League’s Mayor and Council Members Department. 
Prior to his position on the Highland City Council,
McCallon was a City of Highland planning commissioner, a
member of the City’s Community Trails Committee, and served
two terms as president of the Highland Area Chamber of
Commerce. 
Gresham Savage Hires a New Associate
Kia N. Roberts has joined Gresham Savage as an associate
in the transactional department and has experience in real
estate law. Her practice includes advising real estate develop-
ers, receivers and institutional lenders on mapping and zoning
issues, code enforcement, entitlement and land use matters,
subdivision project compliance with California Department of
Real Estate regulations, municipal law and other applicable
laws, purchase and sale contract disputes, acquisition and dis-
position of real property, title matters, rent control law and
landlord and tenant rights. Ms.
Executive...
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Inland Empire’s Largest Hotels
Ranked by Number of Roomscontinued from page. 29
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City, State, Zip Largest Group Seasonal Phone & Fax
E-Mail Address
Four Points by Sheraton 115 1,300 1,300 $89-295 B,CR,F,FP,GS,H,P, Scott Gladney
37. 11960 Foothill Blvd. 3 R,RS,X General Manager
Rancho Cucamonga, CA 91739 (909) 204-6100/204-6111
www.fourpoints.com/ranchocucamonga
Best Western Heritage Inn 107 2,300 1,300 $94-159 B,FP,N,P,CB, Jenny Liu
38. 8179 Spruce Ave. 8 175 CR,F,H,I, General Manager
Rancho Cucamonga, CA 91730 (909) 466-1111/466-3876
rancho@greatwesternhotels.com
Ayres Inn 101 750 N/A $99 Full Buffet Breakfast, Scott Smith
39. 2260 GriffinWay 0 30 Evening Refreshments, General Manager
Corona, CA 92879 Comp. Guest Laundry, (951) 734-2140/734-4056
Exercise Room lewing@ayreshotels.com
Holiday Inn Express & Suites 93 737 N/A $99-250 B,CB,C,F,FP,GS,H,I,L,N,P Keesha Jones
40. 9589 Milliken Ave. 40 S,SD,W,X General Manager
Rancho Cucamonga, CA 91730 (909) 581-3846/581-3949
kjones.hie1@verizon.net
Ontario Grand Inn & Suites 92 440 N/A $99-159 B,FP,F,L,Cafe,Pool,X Tom Vanwikle
41. 3333 Shelby St. 34 General Manager
Ontario, CA 91764 (909) 944-1121/948-7008
damons@hotelontarioca.com
Hampton Inn & Suites 91 N/A $119-180 B,CB,F,P,I,L,X Marcello Magallanes
42. 4500 East Mills Circle 30 648 General Manager
Ontario, CA 91764 (909) 980-9888/980-0063
fernando.urrutia@hilton.com
Econo Lodge 80 483 N/A $64-199 CB,CR,FP,H,N,P,X Bob Solanki
43. 1655 E. 4th St. 0 General Manager
Ontario, CA 91764 (909) 986-8898/986-1377
gm.ca443@choicehotels.com
Country Inn & Suites 79 2,100 2,100 $89-199 B,CB,CR,F,FP,OC,P, Karen Petersen
44. 4674 E. Ontario Mills Parkway 38 115 RS,X,Laundry General Manager
Ontario, CA 91764 (909) 204-5365/204-5366
kpedersen@countryinns.com
Best Western Big Bear Chateau 77 3,464 3,369 $99-450 CR,F,FP,G,I,L,N, Sean Oh
45. 42200 Moonridge Rd. 4 355 P,R,H General Manager
Big Bear Lake, CA 92315 (909) 866-6666/866-8988
seano@bestwesternbigbear.com
Roberts has also assisted clients
in drafting conditions, covenants
and restrictions, purchase and
sale agreements, easements, options, community association
documentation, subsidy agreements, limited warranties,
Homeowner Association (“HOA”) rules and regulations, dis-
closures and deeds.
Prior to joining Gresham Savage, Roberts worked as a proj-
ect manager where she gained invaluable experience in manag-
ing building development process for residential and retail
projects located in the inland southern California region
including entitlements and public agency approvals.
BB&K Adds New Attorney in Riverside Office
Yonit M. Kovnator, an associate, who represents school dis-
tricts in general school law matters, including special educa-
tion, student rights and discipline, and litigation has joined
Best Best & Krieger in the Riverside office.
She received her law degree in 2010 from the University of
the Pacific, McGeorge School of Law in Sacramento with a
concentration in public law and policy. Prior to joining BB&K,
Kovnator worked with a solo practitioner in Claremont and
volunteered with the United Way of the Inland Valleys.
University President Devorah Lieberman Agrees to Join
American Council on
Executive...
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But wait. He hasn’t quit. He has
just turned the CEO position over to
the man whom he always intended
his successor. Jobs will remain as chairman of the board.
He claims that he anticipates even more changes in the technolo-
gy that he led the way in. He may well have revolutionary ideas to
cover at least the next couple of years. Having already led the way in
portability with the iPhone, the iPad, the iPod and the MacBook, he
has left Microsoft in the dust.  Microsoft has tried to compete but  is
still perceived as the business machine—the desktop. Apple goes
everywhere. It has proven itself to be the personal device for every-
one. Even professionals. Watch the network newsman check his iPad
for notes. Watch your doctor refer to it for diagnosis.
To credit Steve jobs for the work he has done over the last four
decades, I must credit one other man. Jobs has been a classic exam-
ple of Iacocca management. He had used his own ideas to lead. That
is true. But he also surrounded himself with talented people and let
them do their job. He combined those with technical knowledge and
those with creative skills. This is because he has understood that a
machine that can do things is good, but if that machine looks good, if
it fits the surrounding of the new millennia, then it scored on both the
left-brain and right-brain expectations.
I have written this column for more that 15 years and I have
chronicled many innovative ideas that Jobs and Co. have presented.
Just because he is stepping back does not mean that I expect anything
less from him in the near future.
Goodbye...
continued from pg. 20
BUSINESS JOURNAL • PAGE 33September 2011
October
• Lawyers/Accountants-Who’s Who • Telecommunications • Internet Services
• HMO/PPO Enrollment Guide • Office Technology/Computers • Long Distance/Interconnect Firms
• Economic Development Temecula Valley • International Trade • Copiers/Fax/Business Equipment
• Financial Institutions (2nd Quarter, ‘11) • Holiday Party Planning • Private Aviation
November
• Retail Sales • Human Resources Guide • Commercial R.E. Development Projects
• Industrial Real Estate • Executive Gifts • Commercial R.E. Brokers
• Commercial R.E./Office Parks • Building and Development • Fastest Growing I.E. Companies
• Educational Services Directory • New Communities • Mortgage Companies
• Title Companies
December
• Financial Institutions (3rd Quarter, ’11) • Health Care • 2012 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2011 EDITORIAL SCHEDULE
F o r P l a n n i n g  2 0 1 1  A d v e r t i s i n g ,  M a r k e t i n g ,  a n d  P u b l i c i t y  W i t h
T h e  I n l a n d  E m p i r e  B u s i n e s s  J o u r n a l
When Planning Your 2012 Advertising
Budget, Consider...
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INLAND EMPIRE
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the anticipated impact. All manage-
ment needs to be aware that chang-
ing the sales process will affect
sales.
6. Poor Metrics
Metrics are the numbers that tell us where we have been and
where we are headed. They should act as the radar that lets us know
well in advance of impending problems. A large number of sales
management teams get into trouble due to ineffective metrics—or
in extreme cases I’ve seen, no metrics at all. Usually, when we find
poor metrics, it is because sales management doesn’t appreciate
their value or does not know the business well enough to develop
them. Good metrics should allow sales management to confidently
predict the quarter’s sales, identify high- and low-performing reps,
and develop solutions to problems. In today’s high-velocity mar-
kets, it is imperative to have a solid dashboard of metrics to guide
the sales ship and keep it out of trouble.
7. Lack of Deep Understanding of the Business
Failing to know the business at a deep level is one of the surest
paths to failure. This has been a prime issue in every struggling
business I have worked with. Management that does not know the
business at the customer, product, or service level will have diffi-
culty identifying solutions to problems and will lack confidence in
the directions they take. At one company where I worked as a sales
rep, our regional sales managers were unable to make any presen-
tations to customers, and they didn’t bring any value to the sales
process. At another, they were able to present products to customers
better than most of the reps. The company with management that
had a better understanding of the customer and products was much
more powerful. The sales force could not use excuses for poor
sales, and conversely, management understood the valid problems
the sales force faced and worked to correct them without blame.
The sales force was confident with this management group, but not
the other. When sales are going well, the lack of deep business
understanding usually does not appear as a problem, but when busi-
ness is challenged by sagging sales, it is. These are the times when
a thorough understanding of the company’s customers, products
and services, and sales process is critical. Without it, sales reps can-
not be confident in the course taken by management.
Changes in the sales process, poor metrics and award programs,
ineffective management, conflicts with marketing, and a lack of
business understanding are all deadly to the performance of busi-
ness. In today’s tough business climate, wise management will
review these topics frequently to ensure excellence in their organi-
zations.
John R. Treace has over 30 years experience in the sales man-
agement industry.  Investor groups and venture capital firms hired
him to manage turnarounds of pre-IPO companies. In 2010, he
founded JR Treace & Associates, a sales management consulting
business.  Treace is the author of the new book, Nuts & Bolts of
Sales Management: How to Build a High-Velocity Sales
Organization. For more information, please visit www.treacecon-
sulting.com.
The 7...
continued from pg. 26
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of the costs of care under a particu-
lar policy or plan, and see how valu-
able the health plan will be at times
when they need the coverage.
The proposed rules benefit from the public process led by the
National Association of Insurance Commissioners (NAIC) and a
working group composed of stakeholders. These stakeholders
include representatives of health insurance-related consumer advoca-
cy organizations, health insurers, health care professionals, patient
advocates including those representing individuals with limited
English proficiency, and other qualified individuals. During its
process, the working group met monthly, invited public input, and
conducted consumer testing of the language and forms. Today’s pro-
posed regulations adopt the recommendations submitted by the
NAIC after that process, and request comments on how the forms can
be improved.
New Affordable...
continued from pg. 31
enforcement is aware of the regis-
tration renewal grace period and
will not cite vehicles until the first
day of the second month after the vehicle registration expires. For
example: A vehicle with a registration expiration date of July 10th
would not be cited for delinquent registration prior to Sept.1, 2011.
DMV...
continued from pg. 11
and low thermal management
requirement allows for compact
packaging and good system energy
density. International Battery is involved with various fuel saving
programs including the U.S. Marine’s Ground Renewable
Expeditionary Energy Network System (GREENS) as well as the
Hybrid Advanced Microgrid Power System (HAMPS) which several
branches of the military are adopting.
Created in 2009, ExFOB brings together stakeholders and indus-
try vendors from across the Marine Corps’requirements, acquisitions
and technology development communities in a dynamic process to
quickly deploy technologies to reduce the need for “liquid logistics”
today and to establish requirements for tomorrow.
For more information on International Battery’s advanced tech-
nology batteries, please visit: www.internationalbattery.com or call
(610) 973-3730. For more information on the VIPUR system, please
contact NEST Energy Systems (www.nestenergysystems.com) at
(877) 640-4701.
NEST...
continued from pg. 27
staple for several years, but there
are a few changes this year.
Instead of the usual on-site home-
building, volunteers are being sought to become a Habitat for
Humanity Ambassador charged with the job of promoting the
idea of home ownership for everyone and perpetuating a bit of
the American Dream.
Habitat volunteers are needed to attend the fair during its
usual fall run from Sept. 3 through Oct. 2. Parking and fair
admission will be provided.
All those interested, though, must attend at least one of two
scheduled training sessions. 
For information about becoming an ambassador and joining
the team, call 909-596-7098, extension 204.
Suzanne...
continued from pg. 3
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4231 Winevi l le  Road
Mira Loma, CA 91752
(951)  685-5376 or (951)  360-9180
www.gal leanowinery.com
Tour the Historic Winery weekends from 2:00 pm to 4:00 pm or by appointment
Listed in the National Register of Historical Places
Weddings • Anniversaries
Birthdays • Special Events
Graduations • Holiday • Gifts
Wine Tasting Available Daily
which will give you more infor-
mation than you possibly can use,
and it is
www.betterethicsbureau.org.
The office of the Attorney General in the states of Washington,
Oregon, Connecticut, Florida and Arizona have and are investigat-
ing the Better Business Bureau in their states.
After many calls to “The Council of Better Business Bureaus,
Inc.” in Arlington, Virginia, we received this response from Susan
P. Kearney, SVP, chief marketing officer:
“I believe you were asking about the disposition of the inves-
tigation into the Colton/Southern California BBB. We have com-
pleted our governance process with this BBB. While I cannot
share the details I can say that the Colton BBB remains a part of
the BBB system. Since the process began a number of changes
have occurred at Colton including the hiring of a new CEO, Vince
Gottuso. I am sure that Vince would be happy to share the posi-
tive changes he is making with you.”
Although Susan speaks of the Colton/Southern California
BBB, the actual name as shown in the Jan. 24, 1958 corporate fil-
ing with the California Secretary of State is “The Better Business
Bureau of the Southland, Inc.” Their address presently on file with
the California Secretary of State is 315 N. Cadena Drive, Colton,
CA 92324.
A call to the office of the Attorney General of the State of
California resulted in a short comment, “We do not comment on
any ongoing investigations.” It should be noted that Vincent
Gottuso was already shown to be president of the Colton franchise
months prior to the “government process.”  Seeking comment
from Gottuso has been unsuccessful.
Continued next month!
BBB...
continued from pg. 3
BUSINESS JOURNAL • PAGE 36 September 2011
COMMUNICATION
Public Speaking: It’s Easier Than
You Think!
By Richard Bonar, president, Dale Carnegie Training
Your heart starts racing. Your hands get clammy. You can’t
remember your name. Your knees are weak. And everyone is staring
at you. Yes, you’re about to give a presentation. And, if you’re like
many people, you can’t think of anything worse. In fact, all you can
envision is totally humiliating yourself in front of an audience that
matters to you.
It doesn’t matter who that audience is. In fact, I know a salesper-
son who is perfectly comfortable giving a presentation to a large
company’s senior management team but quakes in his shoes at the
idea of making a thoughtful toast at his parent’s anniversary party.
One of my daughter’s teachers once told me her greatest fear was
public speaking. Yet she gets up in front of a class of 20 often harsh
critics five days a week! At the same time, I have a friend who can
make a complete fool of herself if she’s acting a part on stage. But
ask her to say something serious in a business meeting and she runs
away.
Over the many decades Dale Carnegie Training has been working
to help people communicate, we’ve become very well-known for
teaching people how to speak in public. Yet, I must admit, there’s
very little teaching involved. It really is just a matter of gaining the
self-confidence to do what comes naturally.
To gain the confidence to overcome the fear of speaking to any
group, consider these three things:
1. You have earned the right to speak on this subject. Chances
are, you wouldn’t have been asked to talk about the subject if some-
body didn’t think you were an expert. If you really aren’t the best per-
son to talk about the subject, give someone else the opportunity.
You’ll be helping the audience as well as yourself. I mentioned this
to the salesperson before his parents’ party and he thanked me pro-
fusely. He agreed that no one else knew his parents as well as he did.
In fact, after our conversation, he was adamant that no one else could
have this important role at the party.
2. Get excited about the subject. If you’ve earned the right to
talk about something, chances are you have something pretty excit-
ing to say to people. Is it a new work process that you helped devel-
op? Is it the fact that your parents’ marriage survived 50 years of
hardship? Is it your devotion to a political cause?
It doesn’t matter how mundane the subject, you CAN get excited
about it. A few years ago, one of our training sessions had a nurse
who was asked to speak about washing hands at an upcoming con-
vention. “Everybody learns this in nursing school,” she lamented.
“What could I possibly tell them that’s new?” By the session before
the convention, she was truly excited. She realized that with all the
attention being given to contagious diseases such as AIDS and hepa-
titis, it didn’t matter if she had anything new to say. She could save
lives just by giving the audience a refresher course.
3. Be eager to project the value to your listener. The nurse had
found the value in her message. You can do the same. Simply decide
what the one thing is you’d like to say about this subject and how it
could change someone’s life or their view of a situation. For exam-
ple, after the anniversary party, my friend said a cousin came up to
him and told him his toast to his par- continued on page 39
7.5% of AGI to 10% of AGI for reg-
ular income tax purposes. This is
effective for tax years beginning
after Dec. 31, 2012.
Additional Tax on High-Income Taxpayers
This new tax applies to individuals with adjusted gross income
above $200,000 and joint filers over $250,000. In 2007, the percent-
age of Americans making over $200,000 was 3.2%.
For individuals above the $200,000/$250,000 thresholds, the tax
will apply to all “net investment income”. In addition to all applica-
ble income taxes, the new Medicare tax will be 3.8%. For regular
wages, the new law also adds an additional 0.9% tax on wages over
the threshold amounts (thus increasing the current tax on such wages
from 1.45% to 2.35%).
The provision applies to remuneration received and tax years
beginning after Dec. 31, 2012.
In providing limited highlights of the healthcare bill, it is impos-
sible to provide a detailed analysis without committing to a write a
book on the subject. Hopefully this article has alerted high income
earners of the need to contact your tax accountant and estate planning
attorney to discuss what you might do to lessen the impact of the sur-
taxes which may impact your estate. For those not affected by the tax
implications, the benefits which you incur from the new law may
allow you to change the way in which you handle your estate and to
reallocate its distribution.
William K. Hayes is a member of the American Academy of Estate
Planning Attorneys. The Hayes Law Firm specializes in Trusts,
Probate and Asset Protection planning. For free information or to
attend an upcoming seminar, you may contact attorney Hayes at 626-
403-2292 or visit the Hayes Law Firm website at
www.LosAngelesTrustLaw.com. This article is provided for educa-
tional purposes only and is not meant to provide legal advice as the
circumstances for each individual will differ. Please seek the advice
of experienced legal counsel. 
Should you...
continued from pg. 30
Education Network Executive
Board
In a move that reflects her
passion to advance the University of La Verne in the national
educational conversation, President Devorah Lieberman has
accepted an invitation to become a member of the American
Council on Education (ACE) Network Executive Board.
Lieberman said, “The work of the American Council on
Education is more important than ever in advocating for high-
er education, and I am honored to be a part of that.” Founded
in 1918, ACE is the only higher education organization that
represents presidents and chancellors of all types of U.S.
accredited, degree-granting institutions:  community colleges
and four-year institutions, private and public universities, and
nonprofits and for-profit colleges.  ACE represents the inter-
ests of more than 1,600 campus executives, as well as 200
leaders of higher education-related associations and organiza-
tions.  Together, ACE member institutions serve 80 percent of
today’s college students.
As is the case with her other busy colleagues on the board,
Lieberman will participate in nine conference calls throughout
the year.  She plans to attend the ACE Annual Meeting in Los
Angeles on March 9, 2012.
Executive...
continued from pg. 32
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N E W B U S I N E S S County of San Bernardino
MIKE’S FLOORS & MORE
JANITORIAL
40455 PARADISE VIEW
BARSTOW, CA 92311
NICO ELECTRIC
754 N LA PALOMA AVE.
ONTARIO, CA 91764
O G CABALLO LIFT
SERVICES
17407 HOLLY DR.
FONTANA, CA 92335
(562)450-7077
ONLINE WHEEL OUTLET
12223 HIGHLAND AVE.
STE. 226
RANCHO CUCAMONGA,
CA 91739
ORIGINAL AUTO CENTER
17855 FOOTHILL BLVD.
FONTANA, CA 92335
EAGLE EXPRESS
TRANSPORTATION
1894 CLEMSON ST.
SAN BERNARDINO, CA
92407
ELITE NAILS
10660 S SIERRA AVE.
STE. D
FONTANA, CA 92337
EMERGENCY VEHICLE
MOBILE SERVICE
18521 VALENCIA ST.
HESPERIA, CA 92345
F.E.I. ASSOCIATES
CONSULTING ENGINEERS
6372 CHIPOLA CT.
CHINO, CA 91710
G&G TOWING AUTO
SERVICE
19059 VALLEY BLVD.
STE. 510
BLOOMINGTON, CA 92316
GENESIS FINANCIAL
SERVICES
14144 CENTRAL AVE.
STE. D
CHINO, CA 91710
MISSION MORTGAGE
SERVICES
14144 CENTRAL AVE.
STE. D
CHINO, CA 91710
GOD’S LITTLE 
BLESSINGS FAMILY
CHILD CARE
1574 N PENNSYLVANIA ST.
SAN BERNARDINO, CA
92411
GORDOS MEXICAN FOOD
16951 FOOTHILL BLVD.
STE. B
FONTANA, CA 92335
HARMONY THROUGH
AYURVEDIC HEALING
2444 SIERRA DR.
UPLAND, CA 91784
HARVEST COMMUNITY
BIBLE CHURCH - CHINO
VALLEY
14144 CENTRAL AVE.
STE. D
CHINO, CA 91710
SANTOS AUTOMOTIVE
18111 VALLEY AVE.
BLOOMINGTON, CA 92316
SCOTT & SONS
784 W MARIANA ST.
RIALTO, CA 92376
SO CAL ISLANDS
785 S GIFFORD
SAN BERNARDINO, CA
92416
STRENGTH FOR STEVE
15235 BEARTREE ST.
FONTANA, CA 92336
TEAM FIRE PROTECTION
COMPANY, INC
7231 BOULDER AVE.
STE. 545
HIGHLAND, CA 92346
UTOPIA YOGURT
57746 29 PALMS HWY
YUCCA VALLEY, CA 92284
VETTES & RODS
1034 N MOUNTAIN AVE.
STE. B194
UPLAND, CA 91786
WIC CREDITORS
641 AGNES DR.
BARSTOW, CA 92311
ABOVE IT ALL MARINE
256 STATE HWY
STE. 173
LAKE ARROWHEAD, CA
92352
AMERICAN RE
APPRAISAL NETWORK
INC.
7365 CARNELIAN ST.
STE. 208
RANCHO CUCAMONGA,
CA 91730
ARROW VALLEY
CLEANING AND
MAINTENANCE
28850 CEDAR DR.
LAKE ARROWHEAD, CA
92352-1844
ATS APPRAISALS
FASTRAK APPRAISAL
25470 33RD ST.
SAN BERNARDINO, CA
92346
JOE’S CONCRETE
PUMPING
3423 DYNELO ST.
CHINO HILLS, CA 91709
JP’S VILLA MEXICAN
GRILL
7750 PALM AVE.
STE. S
HIGHLAND, CA 92346
JS & LT BUILDERS
TERRAZAS & SUQUETTE
DEVELOPMENT
12188 CENTRAL AVE.
STE. 597
CHINO, CA 91710
KB HOME SOUTHERN
CALIFORNIA
4431 ONTARIO MILLS
PARKWAY
ONTARIO, CA 91764
LEET STAR DESIGN
7486 CIBOLA TRAIL
YUCCA VALLEY, CA 92284
MAC’S CUSTOM
FLOORING
310 ALABAMA ST.
STE. A
REDLANDS, CA 92373
MAS MAGAZINE
1408 S GROVE AVE.
STE. E
ONTARIO, CA 91761
MAXIMUS NAILSPA
4190 E 4TH ST.
STE. A-3
ONTARIO, CA 91764
S & M CARPETS
2394 DITTO DR.
SAN BERNARDINO, CA
92407
SAVECO
15469 DUPONT ST.
CHINO, CA 91710
SHOE STOP
1445 E FOOTHILL BLVD.
UPLAND, CA 91786
SPORTS COURT SERVICES
2294 KENDALL DR.
STE. F-2
SAN BERNADINO, CA 92407
SPRINT WIRELESS
4320 E MILLS CIR. RD. 
STE. C
ONTARIO, CA 91764
GIFT & SMOKE SHOP
10700 FOOTHILL BLVD,
STE. 140
RANCHO CUCAMONGA,
CA 91730
GUS MARKET
8922 BEECH AVE.
STE. E
FONTANA, CA 92335
H&H PERFORMANCE
5932 FALLING TREE LN.
ALTA LOMA, CA 91737
HEALTH SAFE
INSURANCE
6521 SCHAEFER AVE.
STE. 1
CHINO, CA 91710
INFINITY RESOURCE
MANAGEMENT
6521 SCHAEFER AVE.
STE. 1
CHINO, CA 91710
HOME GUIDE REAL
ESTATE
14485 SENECA RD.
STE. 101
VICTORVILLE, CA 92392
INES BALMORE
JAN-PRO FRANCHISE
OWNER
5969 LITTLE OAK CT.
RANCHO CUCAMONGA,
CA 91739
PIXWIZ MEDIA
15330 FAIRFIELD RANCH
RD.
STE. E
CHINO HILLS, CA 91709
INNOVATIVE ESCROW
3400 INLAND EMPIRE 
STE. 200
ONTARIO, CA 91764
JC TRUCKING
2772 N. BERKELEY AVE.
SAN BERNARDINO, CA
92405
JK ASSOCIATES
13195 BRANT RD.
VICTORVILLE, CA 92392
IRON INDUSTRIAL
ORNOMENTAL MEX
1288-B MT. VERNON
COLTON, CA 92324
L/C SALES LCS
14754 FOXFIELD LN.
FONTANA, CA 92336
LA COSINITA PAISA
1445 E FOOTHILL BLVD.
UPLAND, CA 91786
LA SIERRA MOTORS INC
814 W VALLEY BLVD.
RIALTO, CA 92315
LANDSCAPING 4 LESS
16516 RANDALL AVE. 
STE. B
FONTANA, CA 92335
CLM PLANNING &
EDUCATION
1598 FALLSTAR ST.
ONTARIO, CA 91761
LITTLE LEARNERS 
FAMILY CHILD CARE
1042 N TURNER AVE.
STE. 214
ONTARIO, CA 91764
M & R AUTO GLASS
9406 MANGO AVE.
FONTANA, CA 92335
MACS CUSTOM
FLOORING
310 ALABAMA
STE. A
REDLANDS, CA 92373
MARCELLE &
ASSOCIATES, INC
1549 SOUTH LAUREL AVE.
ONTARIO, CA 91762
MEMORIES INK 1
16312 ARROW HIGHWAY
FONTANA, CA 92335
HORNDOG
PRODUCTIONS
5168 SUNDANCE DR.
SAN BERNARDINO, CA
92407
INLAND WHOLESALE
750 E. CENTRAL AVE. 
STE. 1
SAN BERNARDINO, CA
92408
MISTER FISH
FERTILIZER
6375 LINDA LEE
YUCCA VALLEY, CA 92284
MORRIS WELDING
360 ANNANDALE DR.
LAKE ARROWHEAD, CA
92352
NO STRINGS ATTACHED
WIRELESS
7373 EAST AVE.
FONTANA, CA 92336
PACIFIC CENTRAL
CAPITAL
14665 TEXAS CT.
FONTANA, CA 92336
CALL GEORGE
11163 CACTUS AVE.
BLOOMINGTON, CA 92316
CASA CAMACHO
TAQUERIA
1438 W FOOTHILL BLVD.
STE. A
RIALTO, CA 92376
CHENLA MARKET
718 E FOOTHILL BLVD.
RIALTO, CA 92376
CLS HYDRO-SWEEP
926 W PHILADELPHIA ST.
ONTARIO, CA 91762
COLLECTIVE
INVESTMENTS
6035 MIRA VISTA LN.
FONTANA, CA 92336
CONTRACTOR ACCESS
2750 EAST MISSION BLVD.
ONTARIO, CA 91761
CRESTCO INDUSTRIES
7010 PENNY CT.
RANCHO CUCAMONGA,
CA 91739
CURVES
34366 YUCAIPA BLVD.
STE. C
YUCAIPA, CA 92399
DE LA CREME INTERIORS
12223 HIGHLAND AVE.
STE. 226
RANCHO CUCAMONGA,
CA 91739
DEEPVISION
ENTERTAINMENT
7828 N HAVEN AVE.
RANCHO CUCAMONGA,
CA 91730
GVD-GUFFEY
PARTNERS II
32755 HWY 18
RUNNING SPRINGS, CA
92382
HAIR RAGE
125 CAJON ST.
REDLANDS, CA 92373
HEADLINES HAIR DESIGN
555 N. BENSON 
STE. A
UPLAND, CA 91786
PAVLINA’S CLEANING
SERVICES
30597 LIVE OAK
RUNNING SPRINGS, CA
92382
QUICK PICK LIQUOR
15215 SEVENTH ST. 
STE. A
VICTORVILLE, CA 92395
RALLY MOTOR SALES
INC
822 W. VALLEY BLVD.
RIALTO, CA 92316
ROMANITOS AUTO SALES
1511 W. MISSION BLVD.
ONTARIO, CA 91762
S & A TOBACCO
3045 S ARCHIBALD AVE.
STE. G
ONTARIO, CA 91761
SAM’S LIQUOR &
MARKET
902 N. CENTRAL AVE.
UPLAND, CA 91786
A & R HOME
IMPROVEMENT
3274 GARDEN DR.
SAN BERNARDINO, CA
92404
BANNERS & MORE
116 N RIVERSIDE AVE.
RIALTO, CA 92376
BARRICADES ETC
11662 2ND ST.
YUCAIPA, CA 92399
BASSETT HOME
FURNISHINGS
4175 E. INLAND EMPIRE
BLVD.
ONTARIO, CA 91764
BEST LUBE N TUNE
16319 FOOTHILL BLVD.
FONTANA, CA 92336
BEST WESTERN YUCCA
VALLEY HOTEL & SUITES
56525 TWENTYNINE PALMS
HWY
YUCCA VALLEY, CA 92287
BETHEL CHRISTIAN
FELLOWSHIP
9134 MANGO AVE.
FONTANA, CA 92335
BLUE JAY ANTIQUES OF
ARROWHEAD
187 HWY
STE. 173
LAKE ARROWHEAD, CA
92352
CALIFORNIA PROPERTY
APPRAISALS
15691 SLEEPY OAK RD.
CHINO HILLS, CA 91709
ABLE 2 CABLE
1526 UPLAND HILLS DR.
UPLAND, CA 91786
continued on page 41
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MANAGER’S BOOKSHELF
Best-selling Business Books
“Beyond the Lean Revolution:
Achieving Successful and Sustainable
Enterprise Transformation,” 
By Deborah J. Nightingale and Jayakanth Srinivasan;
AMACOM Books, New York, New York;
270 pages; $34.95.
Here are the current top 10 best-selling books for business. The
list is compiled based on information received from retail book-
stores throughout the U.S.A.
1. “Strengths Finder 2.0: A New and Updated Edition of the
Online Test From Gallup’s Now, Discover Your Strengths,” by
Tom Rath (Gallup Press…$22.95)(1)*
Discover your strengths and integrate them with your career.
2. “The Little Book of Leadership: The 12.5 Strengths of
Responsible, Reliable, Remarkable Leaders That Create Results,
Rewards, and Resilience,” by Jeffrey Gitomer & Paul Hersey (John
Wiley & Son…$22.00)(2)
A concise look at the fundamental traits of leadership.
3. “Reckless Endangerment: How Outsized Ambition, Greed,
and Corruption Led to Economic Armageddon,” by Gretchen
Morgenson
(Times Books…$30.00)(5)
The why and how of America’s fall from economic grace.
4. “EntreLeadership: 20 Years of Practical Business Wisdom
From the Trenches” by Dave Ramsey (Simon &
Schuster…$26.00)(3)
Experienced advice on business leadership.
5. “The Old Rules of Marketing Are Dead:  6 New Rules to
Reinvent Your Brand and Reignite Your Business,” by Timothy R.
Pearson (McGraw-Hill Companies....$18.00)**
Why it’s essential to reinvent your marketing approach right now.
6. “The Money Class: Learn to Create Your New American
Dream,” by Suze Orman (Random House Publishing…$26.00)(4)
Creating savings and equity in a new world of investment. 
7. “Nothing to Lose, Everything to Gain: How I Went from Gang
Member to Multimillionaire Entrepreneur,” by Ryan Blair
(Penguin Group…$16.00)(**)
How goal setting and total focus takes you from zero to 100%.
8. “The Accidental Billionaires: The Founding of Facebook: A
Tale of Sex, Money, Genius, and Betrayal,” by Ben Bezrich (Knopf
Doubleday…$18.12)
A business book that’s so juicy that Hollywood made it a movie.
9. “Car Guys vs. Bean Counters: The Battle for the Soul of
American Business,” by Bob Lutz (Penguin Group…$26.95)(8)
A case study of the rise, fall, and the rising future of GM.
10. “Endgame: The End of the Debt SuperCycle and How It
Changes Everything,” by John F. Mauldin (John Wiley &
Sons…$27.95)(9)
Why the end of debt piled on debt changes how we buy and invest.
_______________________________________________________
*(1) -- Indicates a book’s previous position on the list.
** -- Indicates a book’s first appearance on the list.
We have finally begun to
take a new, long look at how
modern organizations work
internally and how they
achieve productivity, prof-
itability, and growth.  Authors
Nightingale and Srinivasan,
both of MIT, are part of the
movement to analyze what
makes companies tick and
become successful. 
The conclusion they have
reached is that there are three
components involved in trans-
forming an enterprise from a
slow-moving, cumbersome
organization (not to mention
capitally intense) organiza-
tion. 
The first is well known and
still with us. It is a “classical
lean thinking, which has its
limitations. It is focused pri-
marily on eliminating waste at
the shop-floor level. There is
little acknowledgment that the
enterprise from which —
Toyota— was and remains
predominantly a top-down
organization.”
The authors continue, “The
second is lean enterprise
value, which highlights the
need to recognize stakeholder
value.”  In other words, it
includes not only stockhold-
ers, but creditors, employees,
suppliers, and others who reap
the rewards of a successful
enterprise.
Nightingale and Srinivasan
term the first component
“episodic change” and the sec-
ond one “continuous change.” 
The third component is at
the heart of the authors’ view-
points.  They call this an
“holistic approach.” They also
note that the first two
“philosophies often fall short,
even though they certainly
speak to enterprise transfor-
mation. Neither provides spe-
cific methods and analytic
approaches that enable you to
actuate what the philosophies
teach at a holistic, enterprise-
wide level to make things
actionable and drive genuine
enterprise transformation.” 
In the “holistic approach”
the authors state:
“…When transformation is
framed as an adaptation of the
Enterprise as a whole to meet
the needs of its stakeholders,
we see that transformation
requires both episodic change
and continuous change that
are aligned. It needs top-down
directive intervention of the
senior leadership team and at
the same time it must empow-
er stakeholders to make the
required adaptations at the
work-practice level.
Enterprise transformation
begins with the commitment
of the senior leadership team,
which must invest the
resources needed to change
the way the enterprise works
on the large scale. At the same
time, leadership must require
the personal dedication of all
stakeholders to make local
changes on an ongoing basis.”  
In some ways the book is a
bit too scholastic in approach,
it is for the most part plainly
written and its objective is
clear: to give greater depth
and understanding of how the
modern enterprise needs to
adapt to change successfully.
Here’s one example:
“If your enterprise can
change fundamentally the way
it thinks and operates…it can
achieve something greater and
more enduring than any tradi-
tional change management
program could even hope to
provide. That fundamental
change in thinking is to see
things holistically. Once you
take the wide, broadened view,
you can see what to work on
that matters strategically and
that has benefits for the entire
enterprise and for the enter-
prise value proposition.”
Most important of all, the
book’s value rests on the on-
how to information that’s
arranged to make the entire
holistic approach work for
your enterprise. The authors
blend the earlier tools of the
“lean revolution,” into a com-
prehensive format that com-
bines that combines a scholar-
ly touch with highly practical
how-to.
There’s much in “Beyond
the Lean Revolution” to inter-
est a wide range of stakehold-
ers from owners to junior
managers at an affordable
price. In these days a good
look at the future at a fair
price is a pretty good deal.
Henry Holtzman
September 2011
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interdisciplinary design firm
providing architecture, engi-
neering, planning, and interior
design from offices coast-to-
coast and in China.
Our promise is to elevate the
human experience through
design. This promise inspires
sustainable design for a diverse
group of public and private sec-
tor clients; local communities;
and our planet. DLR Group fully
supports the initiatives and
goals of the 2030 Challenge and
is an initial signatory to the AIA
2030 Commitment. Visit
www.dlrgroup.com and follow
us on Facebook and Twitter.
DLR...
continued from pg. 9
www.BergmanWindowWashing.com
and many of the ‘thems’ will dis
you at every turn. Others will
refuse to utter your name. But
rest easy. You made your deci-
sions for the greater good and
love of the company. All things
being equal, you will not only
survive, but also succeed.” 
“Decisions aren’t supposed
to be easy, especially for lead-
ers,” Feuer concludes.
“Business is not a popularity
contest. To make your move,
you must listen and learn.
Always study the consequences
of your decisions from all per-
spectives—short-term, interme-
diate-term, and long-term—but
learn to do so quickly and effec-
tively. As time goes by, you’ll
become better and more com-
fortable with making smart
decisions.”
About the Author:
Michael Feuer cofounded
OfficeMax in 1988 starting with
one store and $20,000 of his
own money, a partner, and a
small group of investors.  As
CEO, he grew it to more than
1,000 stores worldwide with
annual sales topping $5 billion.
He is also CEO of Max-
Ventures, a venture capital and
retail consulting firm, and
founder and CEO of Max-
Wellness, a comprehensive
health and wellness retail chain
that launched in 2010. After
opening initial laboratory test
stores in Florida and Ohio, a
national roll-out is now under-
way.
Avoiding...
continued from pg. 16
Women understand the
power of giving. Friends will
often Facebook, text, or leave
quick voicemail messages
reminding their thinking about
you.  They always ends them
with ‘Love you.’ I get a big
smile from each one. 
“Giving does not always
mean pulling out your wallet.
Time is a valuable gift.
Mentoring is a valuable gift.
Spiritual or emotional support is
a valuable gift. Sending a per-
son positive thoughts costs
nothing and benefits you as
much as the people you’re
thinking about. If there’s some-
thing you want more of, give it
away. If you want more money,
encouragement, or love, give it
today and you will receive it
tomorrow, but not necessarily
from the people you give it to. It
comes through other manifesta-
tions. By giving back, I have
received more abundance in
every aspect of my life than I
ever dreamed possible.”
This is one of the most basic
and simple secrets to wicked
success.  “It’s always easier to
quit the dance but much more
rewarding to dance on. And
that’s what most of us women
have been doing for centuries.
They’ve fought for everything
they achieved. Now, as the
world becomes more and more
flat, as consumers become more
engaged in the way companies
do business, as diversity pro-
grams open doors for more
women and minorities, it’s
about to start raining. To take
advantage, you simply need to
have the wherewithal to keep
dancing and go for your wicked
success.”
Vickie Milazzo, RN, MSN,
JD, is author of  “Wicked
Success Is Inside Every
Woman” (Wiley, 2011, ISBN:
978-1-1181-0052-3, $21.95,
www.WickedSuccess .com).
From a shotgun house in New
Orleans to owner of a $16-mil-
lion business, Wall Street
Your Time...
continued from pg. 17
Journal best-selling author
Milazzo shares the innovative
success strategies that earned
her a place on the Inc. list 
Top 10 Entrepreneurs and
Inc. Top 5000 Fastest-Growing
Companies in America.
If you adhere to these sug-
gestions, you will be in a much
stronger place to capitalize on
the learning available in the
feedback you receive.
Of course, feedback isn’t the
only way to learn about your-
self. It’s also helpful to round
out the feedback you get from
others with the reflection you do
on your own, by taking psycho-
logical or scientific assessments,
and having good old-fashioned
one-on-one conversations with
people who can help you be a
better you. But feedback is a
powerful tool. Like all tools, it
serves a particular purpose. The
more you learn about how to use
feedback for what it can and
can’t do, the more productive
the experience will be.  The
process of receiving feedback is
a vulnerable one, but ironically
the feedback can strengthen you
as a leader. Follow these dos and
don’ts to be sure you make the
most of the opportunity.
For more information,
please visit
www.theinneredge.com.
How to Get...
continued from pg. 8
ents was so moving that he real-
ized his own marriage was
worth working on. With these
three thoughts, you can conquer
any fear of talking in public.
Your excitement and eagerness
will overcome any lapses in
speaking style. And your audi-
ence will know that you were
the right person for that job.
For additional information
contact me at rbonar@dale-
carnegie.com or call me directly
at: 909-938-3422.
Public Speaking...
continued from pg. 36
tions experience. Prior to her
appointment with Citizens
Business Bank, Eborn was a
senior legal process representa-
tive with Union Bank of
California, where she was
responsible for reviewing legal
documents and risk manage-
ment. She was formerly the
Orange County manager for
Compex Legal Services. 
Eborn received her ABA
Accredited Paralegal Certificate
from the University of
California in Riverside. She
also received her bachelor of
arts degree in political science
from the University of
California in Riverside.
Citizens Business Bank is
the largest bank with headquar-
ters located in the Inland
Empire area of California.
Banking...
continued from pg. 13
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SELAYA, AUDREY
ELIZABETH
14098 QUAILRIDGE DR.
RIVERSIDE, CA 92503
JOAN’S DISCOUNT TIRE
1220 G ST.
PERRIS, CA 92570
HERNANDEZ, JOAN
DARRA
14838 MASLINE
BALWIN PARK, CA 91706
CYCOLOGY101.COM
231 W. WILSON ST.
BANNING, CA 92220
FRIIS, COLLEEN 
RASHFORD
231 W. WILSON ST.
BANNING, CA 92220
CYCOLOGYSTEPS.COM
231 W. WILSON ST.
BANNING, CA 92220
FRIIS, MARK DOUGLAS
231 W. WILSON ST.
BANNING, CA 92220
WALL MOUNT GUYS
6050 COLONIA DR.
RIVERSIDE, CA 92506
KEY ASSET SOLUTIONS,
INC.
144 E. EMERSON
STE. A
ORANGE, CA 92865
MAACO COLLISION
REPAIR AND AUTO 
PAINTING
3800 WENTWORTH DR.
HEMET, CA 92545
CAL-SMITH, INC.
47990 HIGHWAY 371
AGUANGA, CA 92536
WATSON TAX & 
FINANCIAL SERVICE
11696 PROSPERITY LN.
MORENO VALLEY, CA
92557
EUFARE, INC
11697 PROSPERITY LN.
MORENO VALLEY, CA
92557
JG & ASSOCIATES
24421 SAGE CREST CIR.
MURRIETA, CA 92562
GIBBS, JASON ROBERT
24421 SAGE CREST CIR.
MURRIETA, CA 92562
DINAMIC CONSULTING
40020 CALLE BANDIDO
MURRIETA, CA 92562
AYUB, OSCAR
40020 CALLE BANDIDO
MURRIETA, CA 92562
WHOLE SALE RETAIL
LEASING AUTO SALE INC
27598 HWY 74
ROMOLAND, CA 92585
WHOLESALE AUTOSALE
INC
27197 SUN CITY BLVD.
SUN CITY, CA 92586
EMPIRE 
ENGINEERING CO
370 W. SAN RAFAEL RD.
STE. 6
PALM SPRINGS, CA 92262
FURMAN, KEITH JAMES
675 W. LOS FELICES CIR.
PALM SPRINGS, CA 92262
PROFESSIONAL INCOME
TAX SERVICE
637 BEAUMONT AVE.
BEAUMONT, CA 92223
HALL, CONNIE LYNN
41665 JOHNSTON AVE
HEMET, CA 92544
V & B CUSTOM CABINETS
4364 FORT DR.
RIVERSIDE, CA 92509
LOPEZ, HUMBERTO
9000 ELM ST.
LOS ANGELES, CA 90002
LUVY’S PET SITTERS
14098 QUAILRIDGE DR.
RIVERSIDE, CA 92503
GARCIA, HECTOR
6050 COLONIA DR.
RIVERSIDE, CA 92506
WALL MOUNT GUYS
6050 COLONIA DR.
RIVERSIDE, CA 92506
SANTIAGO, IVAN JOSE
4025 CEY CT.
RIVERSIDE, CA 92501
BYD INTERNATIONAL
11691 GARAMERCY PL.
RIVERSIDE, CA 92505
JUDSON APPRAISALS
37136 SPRINGDALE AVE.
PALM DESERT, CA 92211
JUDSON, ROGER 
KENNETH
37136 SPRINGDALE AVE.
PALM DESERT, CA 92211
BR CLEANING
82559 PISA LN.
INDIO, CA 92203
ROSAS, BELEN
82559 PISA LN.
INDIO, CA 92203
MEDICAL AND SKIN SPA
44600 INDIAN WELLS LN.
INDIAN WELLS, CA 92210
RICHARD M. FOX PC
78365 HWY 111
LA QUINTA, CA 92253
MAIDS OF CHOICE
30123 WINTER DR.
CATHEDRAL CITY, CA
92234
LOZANO, JESSICA LYNN
30123 WINTER DR.
CATHEDRAL CITY, CA
92234
MIRACLE MAID 
CLEANING
30123 WINTER DR.
CATHEDRAL CITY, CA
92234
LOZANO, MARCO
30123 WINTER DR.
CATHEDRAL CITY, CA
92234
DAZZLIN DAISIES
32010 ELSINORE HEIGHTS
DR.
WILDOMAR, CA 92595
PROMLAP, JAMES
1128 HARE AVE.
WALNUT, CA 91789
JNC NATIVE PLANTS
127 BUINESS CENTER DR.
STE. C
CORONA, CA 92880
RATANABHOKA
VEERANAT
1243 DORIS LN.
STE. 105
CORONA, CA 92882
NATIVE PLANTS AND
MORE
127 BUINESS CENTER DR.
STE. C
CORONA, CA 92880
WEAVER CHRIS DUNCAN
2622 MARUERITE PWKY
STE. 224
MISSION VIEJO, CA 92692
PRS ROOFING & 
REMODEL INC.
3443 BROKEN FEATHER
DR.
NORCO CA, 92860
ROOFING & REMODEL
SERVICES
3443 BROKEN FEATHER
DR.
NORCO, CA 92860
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AZURE HILLS DENTAL
GROUP
22575 BARTON RD.
GRAND TERRACE, CA
92313
BAGEL STUFF
165 N HOSPITALITY LN.
SAN BERNARDINO, CA
92354
BARTON LIQUOR
21900 BARTON RD STE.
STE. 160
GRAND TERRACE, CA
92313
BELTFED
6867 EGRET ST.
CHINO, CA 91710
CLOUDBURST PHOTOS
8441 COMET ST.
RANCHO CUCAMONGA,
CA 91730
COMFORT CARE
NON-EMERGENCY
MEDICAL
TRANSPORTATION
17705 SHAMROCK AVE.
FONTANA, CA 92336
DIAMOND CUTS SALON
19059 VALLEY BLVD.
STE. 114
BLOOMIGTON, CA 92316
DOLPHIN BILLING
SOLUTIONS
7790 ARROYO VISTA AVE.
RANCHO CUCAMONGA,
CA 91730
DOMESTIC WORKFORCE
9608 BASELINE RD.
RANCHO CUCAMONGA,
CA 91701
HERITAGE EDUCATION
PROGRAMS
621 W CRESCENT AVE.
REDLANDS, CA 92373
BONITA GLOSTER &
ASSOCIATES MORTGAGE
& REALTY, INC
BONITA GLOSTER
MORTGAGE
BONITA GLOSTER
REALTY
17361 EAST VIEW DR.
CHINO HILLS, CA 91709
ENGAGE REALTY
7201 HAVEN AVE.
STE. E-387
RANCHO CUCAMONGA,
CA 91701
FOOTHILL MORTGAGE
2377 W FOOTHILL BLVD.
STE. 7
UPLAND, CA 91786
FOUNTAIN PLACE
HOMEOWNERS
ASSOCIATION
133 E VINE ST.
REDLANDS, CA 92373
PHCA T R&D
12401 3RD ST.
YUCAIPA, CA 92399
PLANS AND SCHEMES
12223 HIGHLAND AVE.
STE. 226
RANCHO CUCAMONGA,
CA 91739
POOL INSPECTOR OF
INLAND EMPIRE
466 ORANGE ST.
STE. 313
REDLANDS, CA 92374
COMPTECH
34070 MARIPOSA ST.
YUCAIPA, CA 92399
GDA HEALTHCARE
STAFFING
27600 ATLANTIC AVE. 
STE. 447
HIGHLAND, CA 92346
GORRA’S PRODUCE
21307 BEAR VALLEY RD.
APPLE VALLEY, CA 92308
XCELLNT PLUMBING CO
7796 PEACOCK AVE.
HIGHLAND, CA 92346
A AND C CLEANING
SERVICES
15111 PIPELINE AVE.
STE. 153
CHINO HILLS, CA 91709
ALLIED STUDIOS
501 MAPLE LN.
STE. 1438
SUGARLOAF, CA 92386
CLM PLANNING &
EDUCATION
1042 N TURNER AVE,
STE. 214
ONTARIO, CA 91764
LITTLE LEARNERS
FAMILY CHILD CARE
1042 N TURNER AVE,
STE. 214
ONTARIO, CA 91764
AREA 54
SJB PRODUCTIONS
582 W VALLEY BLVD.
STE. 12
COLTON, CA 92324
ARROWBEAR PROPERTY
CARE
33469 MUSIC CAMP RD.
ARROWBEAR, CA 92382
ARTE
4448 FOXBOROUGH DR.
FONTANA, CA 92336
ATTITUDES SALON
13692 APPLE VALLEY RD.
STE. 230
APPLE VALLEY, CA 92308
B A HERNANDEZ
1039 W CONGRESS ST.
SAN BERNARDINO, CA
92410
BLUE PALM
CORPORATION
2329 N. ORANGE AVE.
RIALTO, CA 92376
REALTORS OF AMERICA
3400 INLAND EMPIRE
BLVD.
STE. 200
ONTARIO, CA 91764
RP PROPERTIES
2790 BRAWLEY RD.
PINON HILLS, CA 92372
RWC AND ASSOCIATES
9442 JACK RABBIT DR. 
STE. 102
RANCHO CUCAMONGA,
CA 91730
STANDARD OF PRACTICE
634 N LANCEWOOD AVE.
RIALTO, CA 92376
TACO D’ORO
16157 SAN BERANARDINO
RD.
FONTANA, CA 92335
TAX OFFICE-SENIOR
ASSIST
31514 YUCAIPA BLVD. 
STE. A
YUCAIPA, CA 92399
A.G. HANDYMAN
14816 CLOVIS ST.
VICTORVILLE, CA 92394
REYES COIN LAUNDRY
2848 W RIALTO AVE.
RIALTO, CA 92376
ROYAL EAGLE SERVICES
12938 NEWPORT ST.
HESPERIA, CA 92344
A.G. RECORDS
1533 W 11TH ST.
STE. 14
UPLAND, CA 91786
COMPLETE INTERIORS
P.O. BOX 8502
ALTA LOMA, CA 91701
CREATEUR DESIGN
8250 VINEYARD AVE.
STE. 148
RANCHO CUCAMONGA,
CA 91730
REALTY WORLD ALL
STARS
9821 WHIRLAWAY ST.
ALTA LOMA, CA 91737
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THOMAS JR, HENOCH
11691 GRMERCY PL.
RIVERSIDE, CA 92505
ROCKSIDE MUSIC
11691 GARAMERCY PL.
RIVERSIDE, CA 92505
THOMAS JR, HENOCH
11691 GRMERCY PL.
RIVERSIDE, CA 92505
PAYMENT PROCESSING
DEPARTMENT
515 S FLOWER ST.
STE. 36
RIVERSIDE, CA 92505
CORONA TAX SERVICES
80 W. GRAND BLVD.
CORONA, CA 92882
SANDOVAL OSCAR
13343 LILYROSE ST.
CORONA, CA 92880
DREAM DINNERS 
TEMECULA
31757 TEMECULA
PARKWAY
STE. E
TEMECULA, CA 92592
MINIKAT LLC
31757 TEMECULA
PARKWAY
STE. E
TEMECULA, CA 92592
ROY'S LIQUOR
22594 ALESSANDRO BLVD.
MORENO VALLEY, CA
92553
SEDER, MTANOS
GEORGES
26647 OPAL ST.
MORENO VALLEY, CA
92555
ROY’S QUICK STORE
22594 ALESSANDRO BLVD.
MORENO VALLEY, CA
92553
SEDER, SADALAH
GEORGES
24121 SUNNYMEAD BLVD.
MORENO VALLEY, CA
92553
CAPTIVATING 
PHOTOGRAPHY
26041 SANQUINTON AVE.
MENIFEE, CA 92584
VANLEEUWEN,
JONATHAN ASHLEY
26041 SANQUINTIN AVE.
MENIFEE, CA 92584
CAPTIVATING 
PHOTOGRAPHY
26041 SANQUINTON AVE.
MENIFEE, CA 92584
VANLEEUWEN, 
KATHERINE DANIELLE
26041 SAN QUINTIN AVE.
MENIFEE, CA 92584
NICHOLAS LUCE 
PHOTOGRAPHY
244 FINLEY AVE.
BEAUMONT, CA 92223
LUCE, NICHOLAS 
GORDON
244 FINLEY AVE.
BEAUMONT, CA 92223
QUALIFY 2 MODIFY
4365 ALDRICH CT.
RIVERSIDE, CA 92503
BROWN, CURTIS EUGENE
4365 ALDRICH CT.
RIVERSIDE, CA 92503
CUSTOM ROCKS
4365 ALDRICH CT.
RIVERSIDE, CA 92503
BROWN, MICHELLE
CHEYENNE
4365 ALDRICH CT.
RIVERSIDE, CA 92503
L & R HANDYMAN 
SERVICES
41124 MCDOWELL ST.
HEMET, CA 92544
BOYLE, LISA HELENE
41124 MCDOWELL ST.
HEMET, CA 92544
MR. HANDYMAN 
SERVICES
41124 MCDOWELL ST.
HEMET, CA 92544
BOYLE, ROBERT
41124 MCDOWELL ST.
HEMET, CA 92544
WRIGHT, TODD
79794 EAGLE BEND
INDIO, CA 92201
SNOOKIE’S FOOTSIES,
INC
78-377 HWY 111
LA QUINTA, CA 92253
CIRENIA RADIO
27745 AVE MARAVILLA
CATHEDRAL CITY, CA
92234
GUERRERO, CIRENIA
27745 AVE MARAVILLA
CATHEDRAL CITY, CA
92234
ARCHER, TRISHA LYNNE
32010 ELSINORE HEIGHTS
DR.
WILDOMAR, CA 92595
FLOWERS DIRECT
32010 ELSINORE HEIGHTS
DR.
WILDOMAR, CA 92595
BALDRICH, JOAN ESPINA
41 VISTA PALERMO
LAKE ELSINORE, CA 92532
KIDSBIZ CHILDCARE
2356 E DEVONSHIRE AVE. 
HEMET, CA 92544
WHITTINGTON LLC
74159 ASTER DR.
PALM DESERT, CA 92260
UNITED CHARITIES 
SERVICES
74159 ASTER DR.
PALM DESERT, CA 92260
LAW FIRM AND 
WHITTINGTON SERVICES
74159 ASTER DR.
PALM DESERT, CA 92260
ASTLE, BOYD “H”
74711 DILLON RD.
STE. 1020
DESERT HOT SPRINGS, CA
92241
ROSE MORTUARY AND
CREMATORY
66424 PIERSON BLVD.
DESERT HOT SPRINGS, CA
92240
VRADENBURG, TAMARA
ROSE-MARIE
64068 TAOS MTN. CT.
DESERT HOT SPRINGS, CA
92240
ROSIES FINAL SERVICES
TO PEACE
66424 PIERSON BLVD.
DESERT HOT SPRINGS, CA
92240
VRANDENBURG, JORDAN
ROSS
64068 TAOS MTN. CT.
DESERT HOT SPRINGS, CA
92240
VERDUGO’S WINDOW
CLEANING
53-124 CALLE AVILA
COACHELLA, CA 92236
VERDUGO, FEDERICO
53-124 CALLE AVILA
COACHELLA, CA 92236
WRIGHT SERVICE
81552 RANCHO SANTANA
DR.
LA QUINTA, CA 92253
ROSE’S ELDERLY CARE
2925 EAST ESCOBA DR.
STE. 117
PALM SPRINGS, CA 92264
GOMEZ, ROSARIO
2925 EAST ESCOBA DR.
STE. 117
PALM SPRINGS, CA 92264
AMERICAN WROUGHT
IRON
74370 OLD PROSPECTOR
TRAIL
PALM DESERT, CA 92260
FLAUM, JEFFREY SCOTT
74370 OLD PROSPECTOR
TRAIL
PALM DESERT, CA 92260
ACME PROPERTY
MANAGEMENT
59941 HORSE CANYON RD.
MT. CENTER, CA 92561
GENETTI, JOHN 
ANTHONY
59941 HORSE CANYON RD.
MT. CENTER, CA 92561
CALCOUPONS.COM
59941 HORSE CANYON RD.
MT. CENTER, CA 92561
GENETTI'S NUMBER ONE
SERVICE
59941 HORSE CANYON RD.
MT. CENTER, CA 92561
V.I.P AUTO DETAILING
69301 35TH AVE.
CATHEDRAL CITY, CA
92234
MEDINA, PASTOR
69301 35TH AVE.
CATHEDRAL CITY, CA
92234
DEVINE GIFTS
43500 MONTEREY AVE.
PALM DESERT, CA 92260
WALTON, WESLEY LYNN
128 W SAN CARLOS RD.
PALM SPRINGS, CA 92262
TANG, SOPHEAP
1922 SILVERWOOD CIR.
CORONA, CA 92881
JOCKHITCH
35489 EL DIAMANTE DR.
WILDOMAR, CA 92595
CUMMINGS, GAIL
WILLIAMS
35489 EL DIAMANTE DR.
WILDOMAR, CA 92595
WHITTINGTON & 
ASSOCIATES LLC
74159 ASTER DR.
PALM DESERT, CA 92260
GREEN RV
74159 ASTER DR.
PALM DESERT, CA 92260
ALISON SCOTTERS
TRADE
74159 ASTER DR.
PALM DESERT, CA 92260
HAIR RAISING 
EXPERIENCE
74159 ASTER DR.
PALM DESERT, CA 92260
ALL FOR ONE, AND ONE
FOR ALL SERVICES
74159 ASTER DR.
PALM DESERT, CA 92260
HEALING & 
COMPFORTING TEA
74159 ASTER DR.
PALM DESERT, CA 92260
WASTE WRIGHT L.L.C.
81552 RANCHO SANTANA
DR.
LA QUINTA, CA 92253
COACHELLA SOFTWARE
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
FIEDLER, JAMES 
STANLEY
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
COACHELLA SOFTWARE
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
MARLEAN’S CO.
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
LYNN, MELVYN STUART
2255 S. YOSEMETE DR.
PALM SPRINGS, CA 92264
OPEN SKYY MARKETING
79794 EAGLE BEND
INDIO, CA 92201
BLAKE, MARGARET
SYDNEY
2356 E. DEVONSHIRE AVE.
HEMET, CA 92544
ADKINS & ASSOCIATES
19447 ELDORADO RD.
PERRIS, CA 92570
ADKINS, CHRIS DALE
19447 ELDORADO RD.
PERRIS, CA 92570
DUNDEE INVESTMENTS
11065 COODY CT.
BEAUMONT, CA 92223
PHO THO
40250 MURRIETA HOT
SPRINGS RD.
STE. 101 AND 102
MURRIETA CA 92563
KEYSTONE REFERRALS
7774 MAGNOLIA AVE.
STE. 7
RIVERSIDE CA 92504
YOUNGQUIST, PATRICK
ALLEN
7774 MAGNOLIA AVE.
STE. 7
RIVERSIDE, CA 92504
DESIGNER CONCRETE
CONSTRUCTION
18692 GLASS MOUNTAIN
DR.
RIVERSIDE, CA 92504
HOLGUIN, LUCIA ISABEL
11054 SEA JADE LN.
FONTANA, CA 92337
AFI BIOPHARMA
CONSULTING
266 STRADA NOVA
PALM DESERT, CA 92260
INFUSINO, ALBERT “F”
266 STRADA NOVA
PALM DESERT, CA 92260
DESERT MOUNTAIN
FINANCIAL
82549 HUGHES DR.
INDIO, CA 92253
WARFE DM FINANCIAL
CORP.
79565 VIA SIN CUIDADO
LA QUINTA, CA 92253
MINUTE MASSAGE
620 W. COLTON AVE.
STE. C
REDLANDS, CA 92374
MORGA, MARGARET
1734 SHARON CT.
BEAUMONT, CA 92223
LANE, JAMES CORBIN
18692 GLASS MOUNTAIN
DR.
RIVERSIDE, CA 92504
TOOTH FAIRY DENTAL
OFFICE OF SOPHEAP
DMD
19040 VAN BUREN BLVD.
STE. 111
RIVERSIDE, CA 92508
QUILTALBUM
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
FIEDLER, JAMES 
STANLEY
1233 S. TIFFANY CIR. 
PALM SPRINGS, CA 92262
CASTRO BUTTER,
ENRIQUE
11065 COODY CT.
BEAUMONT, CA 92223
MD HEATING AND AIR
CONDITIONING
16984 MOCKINGBIRD 
CANYON RD.
RIVERSIDE, CA 92504
DE LA TORRE, MIGUEL
16984 MOCKINGBIRD 
CANYON RD.
RIVERSIDE, CA 92504
MD HEATING AND AIR
CONDITIONING
16984 MOCKINGBIRD 
CANYON RD.
RIVERSIDE, CA 92504
LYNN, MELVYN STUART
2255 S. YOSEMETE DR.
PALM SPRINGS, CA 92264
DE LA TORRE, PATRICIA
16984 MOCKINGBIRD 
CANYON RD.
RIVERSIDE, CA 92504
ACCREDITED APPRAISAL
43246 CORTE ARGENTO
TEMECULA, CA 92592
CUMMINGS, RUSSELL
WILLIAM
35489 EL DIAMANTE DR.
WILDOMAR, CA 92595
SETTLEMENT SOURCE
144 E. EMERSON 
STE. A
ORANGE, CA 92865
TRI-TAX CORONA 109
80 W. GRAND BLVD.
CORONA, CA 92882
CARMONA, BERTHA
MARTINEZ
13900 ELLIS PARK TRAIL
CORONA, CA 92880
JOCKHITCH
35489 EL DIAMANTE DR.
WILDOMAR, CA 92595
JNC NATIVE PLANTS
127 BUINESS CENTER DR.
STE. C
CORONA, CA 92880
LUCY’S APPAREL
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MADRID
THE GATEWAY TO HEAVEN
By Camille Bounds, Travel Editor
A STUNNINGLY-BEAU-
TIFUL CITY
Majestically sitting 2,135
feet above the sea level of the
Mediterranean, Madrid glori-
ously holds the record of the
highest capital in Europe.  This
stunningly, beautiful city greets
the traveler like a long lost rel-
ative and embraces the visitor
like no other place on earth.
Claiming that, “The next best
place after Madrid is heaven,”
the city has a way of really
making the foreigner feel at
home. 
THE YOUNGEST CAPI-
TAL
In 1561, King Philip II pro-
claimed Madrid the capital of
Spain and all her colonies. The
simple reason for his choice
was because of the healthy air
and brilliant skies, and because
it was located in the center of
the peninsula. One of the
youngest capitals of Europe,
Madrid grew fast, and places
built on the outskirts soon
became a part of the middle of
the town. Commerce and trade
flourished and people from
other areas of the country came
to inhabitant this beautiful land.
THE “VILLA”
Currently the city has
grown into a sophisticated
metropolis of over four and a
half million of  great outgoing
mix from all over other areas in
Spain. Even with its skyscrap-
ers, high fashions and superb
technology, Madrid still refers
to itself as a “villa” or town.  Its
official name during the 16th
century was “Very Noble,
Loyal, Heroic, Imperial and
Distinguished Village and
Court of Madrid, Capital of
Spain”— or simply “Villa.”
THE APERITIVO
Most businessmen and
women of Madrid now work
the usual hours from 9:00 a.m.
until 5:00 p.m. in large corpora-
tions and businesses.
However, the laid back way
of life is still enjoyed by some
of the smaller businesses in and
around Madrid. Around 1:00
p.m. when it’s time for the mid-
day aperitivo, stores, museums
and offices close, and thou-
sands of tapas bars, tabernas
and upscale cafes are filled
with hordes of the population
until lunch time when the
restaurants are descended upon.
Between 4:00 p.m. and 5:00
p.m. in the afternoon the com-
merce of the city starts again
when the stores and offices and
museums reopen until 8:00
p.m.—the aperitivo tradition
starts all over again preceding
dinner at 10:00 p.m. and the-
ater, concerts, shows and discos
really get going after midnight.
In midsummer the sun doesn’t
set until 10:00 p.m. or 11:00
p.m. These are a hard-working,
hard playing population that
really enjoys their “town” and
life.
A PLACE CALLED
MAGERIT
The beginnings of medieval
Moorish Madrid is sketchy, and
as legend would have it, in 852
the Emir of  Cordoba
Muhammad I, chose the lofty
ravine atop the Manzanares
River, as a site for a fortified
castle to guard a strategic route
against the Christians that were
in the process of trying to
reconquer the area. The Moors
called the village Magerit,
which meant “plentiful flowing
water.”  The Castilians later
mispronounced Magerit as
Madrid and the name held into
history.
MEDIEVAL WALLS
Walls were built and rebuilt
to fortify the “villa,” and many
of these old walls and under-
ground passageways to the
Alcazar (castle) have been
uncovered in the past 25  years.
These areas are available for
interesting viewing and can be
seen at Cuesta de la Vega, near
the Royal Palace.  The house
and tower of the Lujanes fami-
ly and the adjacent Periodicals
Library building, both at the
Plaza de la Villa are well pre-
served pieces of medieval
Moorish Magerit. 
THE WRITTEN WORD
Christian forces led by King
Alfonso VI reconquered
Madrid in 1083, and used the
castle as his headquarters.
King Philip II of the Hapsburg
House of Austria was responsi-
ble for moving the capital and
court from Toledo to Madrid.
While he ruled from 1556 to
1598 and with his 17th-century
successors, Madrid de los
Austrias or the Madrid of the
Hapsburgs was built.  The cler-
gy founded churches, convents,
monasteries and hospitals, the
nobility built mansions;
innkeepers, artisans, and mer-
chants created a healthy com-
merce. Hapsburg Madrid grew
into a winding, narrow, cobble-
stoned village. The Golden Age
of Renaissance literature was
born here and statues to
Cervantes, Tirso de Molina,
Calderon de la Barca, Lope de
Vega, can be found honoring
these men who lived here and
embedded the history of the era
in the written word.  
A GLORIOUS CASTLE
The Hapsburg dynasty
faded out at the end of the 17th
century and King Philip V,
grandson of France’s King
Louis XIV, claimed the throne
and established the Bourbon
dynasty in 1770.  When the
Alcazar (castle) burned down
on Christmas Eve 1734, he
commissioned the finest archi-
tects to rebuild it with a palace
that could be compared to
Versailles.  It took 26 years to
rebuild with 13-foot thick
walls, over 2,800 rooms, 23
courtyards and gloriously
designed and decorated interi-
ors. Carlos III became the first
royal resident.
The palace has English-
speaking guided tours avail-
able, with different sections
shown on different tours.
THE MODEL CITY
Avenues were made wider,
large squares were set up in an
organized manner and Madrid
was transformed into a model
continued on page 27
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